. 
. * 


p hv 


CHICAGO 


—_— 
PUBLISHED 
WEEKLY at 100 
—E. OHIO ST. 
DEL. 1337 


IJNOLOGY DEPT Firs 


Copy 


vertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, IU., under 


the act of March 3, 1879. 


se 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 9, No. 50 


December 12, 1938 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Consumer research on sleeping 
equipment revealed that most mat- 
resses are too old. The product is 
so good that even the manufactur- 
ers have been going to sleep on it. 


— Fy 


“Armour’s Tested Gut” is being 
advertised in the sporting goods 
papers, but it is predicted that in 
1939 there will be a demand for it 
in many other fields. 


= F 


General Mills and Socony Vac- 
uum are reported to be paying the 
Brooklyn ball club $1,000 a game 
for broadcasting their exercises 
next summer. They know that 
faithful Flatbush will take pleasure 
even in its pain. 


vgyv¥y? 


If the baseball broadcasters 
arrange to report the bombardment 
of the walls of the Yankee Stadium 
also, it looks as if Babe Ruth would 
be a natural for the sound effects. 


7, ¥ 


Roy Durstine writes about testi- 
monials in “America Now,” and 
says he’s against them. But didn’t 
Brother Barton once write a very 
convincing testimonial for a book 
nobody knew? 


° 7 


Robert Barry remarks that copy 
of distillers intended to convey a 
moral homily on over-indulgence in 
spiritous liquors is a waste of 
money. Besides furnishing a nice, 
easy mark for the prohibitionists to 
shoot at. 

a ae 


French's bird-seed is stepping up 
into color advertising in the maga- 
zines and comics next year, so don’t 
get to thinking that this product is 
chicken-feed. 


- S = 


ADVERTISING AGE reports plans of 
the American wine industry for a 
three-year joint drive, but this has 
nothing to do with its work on the 
distributors. 


“OU 


Walter Winchell is going up in 
radio popularity, C. E. Hooper re- 
ports. On that showing he should be 
back in a flash with a flash, with- 


out even looking in the direction of 
Orson Welles. 
y,ve, 
Advertising is the enemy of a 


free press, 
but he 


L£roce 


to be 


asserts Gilbert Seldes, 
will continue to pay his 
ry bill with dollars which used 
ong to advertisers. 


veg¥segy? 


_ The Institute of Nutrition is the 
‘est organization to adopt a high 
ling title which will only con- 
the customers. Why not call it 
© Association for the Advance- 
nt of Good Groceries? 


. Vw 


‘tn Americans east and west 
ng all they can do in 1939 to 
p their eyes on the world’s fair, 

be hoped they won’t have to 
* too often at Europe’s unfair. 


Copy Cus. 


AIRLINE COPY UNDERGOES CHANGE 
_ NATURE MADE IT...TWA FLIES IT— 


THE SUNNY SANTA FE TRAIL 


TWA Flies this Natural Route—Shortest Coast-to-Coast! 


“ny this great. natural transcentinests! Painted Desert 
i o* & ronute 


CONES ATIVE FLYING 
i TPs TRADTTIOSN 


‘Lindbergh Line’ 
Erased from Copy, 
Stays on Planes 


Kansas City, Dec. 8.—Evidences 
of strong public reaction against 
the alleged fraternizing of Col. 
Charles A. Lindbergh with Nazi 
leaders in Germany were said to 
have been responsible this week for 
the deletion of “The Lindbergh 
Line” from advertising of Trans- 
continental & Western Air, Inc. 
The move included elimination of 
the slogan from reproductions of 
TWA planes, although the line con- 
tinued to appear on the planes 
themselves. 

While Jack Frye, president, as- 
cribed the change to a contest con- 
ducted among employes and a 
desire to use the resulting slogan, 
it is reported that protests against 
use of the Lindbergh reference in 
advertising have been so numerous 
that the air line decided to abandon 
it for the present. To prospective 
passengers who note its retention 
on the planes, the traffic depart- 
ment has been instructed to say 
that Lindbergh neither holds stock 

(Continued on Page 36) 
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Coming Conventions 

Earnings of Advertisers. 
Editorials . 

Getting Personal _. 
Information for Advertisers 
Magazine Linage 

a er ere 


Photographic Review of the 
Week . 


Rough Proofs . | 
Voice of the Advertiser 


NAB Committee 
Lays Framework 
for Program Code 


New York, Dec. 8.—Groundwork 
for establishment of a program code 
to which the entire industry may 
subscribe was laid here this week 
when a special committee appointed 
by Neville Miller, president of the 
National Association of Broadcast- 
ers, adopted a resolution recom- 
mending that the new platform be 
developed in the light of existing 
standards of both networks and 
individual stations. 

The resolution, text of which was 
not divulged, will be presented to 
NAB directors at their meeting in 
Washington Dec. 12. If they approve 
the recommendations, they will 
appoint another committee to for- 

(Continued on theo wo 


Magazine Readership Claims 
Stir Publishers’ Controversy 


Citrus Marketing 
Crisis Called Child 


of Loss Leaders 


Other Food Products 
Held Threatened by 
High Mark-ups 


Chicago, Dec. 8. — Many food 
manufacturers have failed to 
understand that their markets are 
being undermined by prices which 
are beyond the reach of the great 
majority of consumers and that 
quick remedial action is essential if 
this situation is not to grow pro- 
gressively worse. 

That was the view expressed by 
retail food leaders here today fol- 
lowing what they regard as a some- 
what lukewarm endorsement of 
the model unfair sales act by the 
Associated Grocery Manufacturers 
of America in New York last week. 

The local experts point to the cit- 
rus crisis, (details on Page 24) of 
which the United States Depart- 
ment of Agriculture has taken of- 
ficial cognizance, as an example of 
the difficulties which will beset 
many advertised products unless 
the growing number of loss leader 
lines is curtailed or banned. 

Beyond agreement on this basic 
statement, however, the retail coun- 
selors were not completely agreed 
on a remedy. Many favor price 
maintenance, despite the fact that 
the fundamental flaw in the present 
situation is that loss leader selling 
has made it necessary for retailers 
to balance the scales by adding an 
exorbitant mark-up on certain lines. 
The majority, however, place their 
chief reliance on the unfair sales 
act developed by the National Food 
and Grocery Conference. This law, 
it is argued, would strike at the root 
of the evil by making every product 
sold through the grocery store bear 
its share of the general overhead, 
with or without actual profit. It 

<cestinnes « on n Page 35) 


Last Minute N ews Flashes 
AFRA Outlines Radio Pay Schedule 


New York, Dec. 9.—Basic pay schedules for actors and announcers 
performing on sponsored radio programs were today presented to the 
American Association of Advertising Agencies by the American Federa- 
tion of Radio Artists. Rates listed were: quarter-hour period, $15; half- 


hour, $25; full hour, $35; rehearsals, $6 an hour. 


The Four A’s has been 


acting in an advisory capacity only and any contracts that may be signed 
must be negotiated between AFRA and individual agencies. 


Ayer to Handle United Air Lines Account 


Chicago, Dec. 9.—United Air Lines has placed its advertising account 
with N. W. Ayer & Son, Chicago, effective immediately. 


Harrington Named Y&R Radio Director 

New York, Dec. 9.—Thomas F. Harrington, manager of Young & 
Rubicam’s Hollywood office, has been named Y&R radio director. He will 
take up his new duties here Jan. 2. He succeeds Donald Stauffer, resigned. 


Dealers Return to Liquor Fair Trade 
New York, Dec. 9.—One of the most devastating attacks on fair trade 
came to an end here today when leading department stores and liquor 


dealers agreed to adhere to established prices. 
tic brands appeared to be hardest hit during the past week. 


National Distillers’ domes- 
In order to 


detect price cutting, the distiller resorted to a staff of shoppers who made 


first-hand investigations of retail selling practices. 


In most cases fair 


trade prices were advertised, but the public was aware that cut rates 


could be secured on the premises. 


'Life' Survey Seen 
as Spur to New Joint 
Research Project 


New York, Dec. 8.—The release 
this week by Life of first findings in 
an ambitious new research under- 
taking, the objective of which is to 
measure the total readership of 
leading magazines, has precipitated 
a major controversy which may 
have the effect of accelerating a 
cooperative project of this general 
character. 

Immediately following publica- 
tion of the audience figures for four 
weekly magazines, in which Col- 
lier’s was ranked second to Life, 
the Crowell Publishing Company 
published a page advertisement in 
the Chicago Tribune, Detroit Free 
Press and New York Herald 
Tribune disclaiming any responsi- 
bility for the survey and disavow- 
ing the audience of 15,900,000 cred- 
ited to Collier’s. 

“Nothing in our experience, dur- 
ing the 19 years we have owned 
Collier’s, in any way justifies an 
assumed readership of 15,900,000 
people per issue,” Crowell asserted. 
“A national survey recently made 
by our own circulation department 
among 166,600 people indicated that 
Collier’s might havé as many as 
7,032,454 readers per issue.” 

The Crowell company likewise 
insisted that “rating of magazine 
values by readership estimates, no 
matter how conscientiously com- 
piled, is unsound and confusing; 
and harks back to the dark ages of 
advertising before the Audit Bureau 
of Circulations was established as 
the quantitative appraiser of circu- 
lations.” 

“Until some standards better than 
those of the Audit Bureau are 
available, we will continue to claim 
for Collier’s only its 2,633,878 net 
paid ABC circulation—average for 
the third quarter of 1938; and an 
intimacy and influence with the 
most active audience in the national 
market,” the Crowell copy con- 
cluded. 

The background of the current 
situation involves discussions which 

(Continued on Page 34) 


Guerlain Assails 
10-Cent Perfume 
Sales by Chain 


New York, Dec. 8.—Merchandis- 
ing of its perfumes in ten cent vials 
by F. W. Woolworth Company was 
challenged in court here this week 
by Guerlain, Inc., which filed suit 
for an injunction against the chain 
and Nips, Inc., the company which 
bottles the vials. 

According to the complaint, the 
Guerlain fair trade contract re- 
quires that Shalimar perfume be 
sold for $1.60 for one dram or less, 
L’Heuere Bleue for $1, and Vol de 
Nuit at $1.25. Woolworth, it is 
charged, has the perfume removed 
from its original containers and re- 
bottled in ten cent “nips.” Liqui- 
dated damages of $25 for each sale 
are demanded, together with dis- 
continuance of the merchandising 
scheme. 

In addition to fair trade violation, 
the complaint charges that rebot- 
tling of the perfume changes its 
formula, by reason of evaporation. 
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ADVERTISING AGE 


December 12, 193. 


Brooklyn Dodgers 
Succumb to Lure 
of Radio Sponsors 


Giants and Yankees 
Expected to Fall in Line 
Shortly 
New York, 


stronghold of 
sentiment in 


Dec. 8.—The last 


baseball's 


Brooklyn Dodgers will be spon- 
sored jointly by General Mills and | 
Socony-Vacuum Oil Company. 

While New York’s two. other 
major league clubs, the Yankees 
and the Giants, have not announced 
their intention of following Brook- 
lyn's lead, a decision is promised | 
next week when both major leagues | 
meet here for annual conventions. 
It is considered likely that both 
clubs will decide to permit the air- 
ing of their games, in view of 


General Mills and Socony-Va- 
cuum will sponsor Dodger games 
on alternate days. This same prac- 
itice has been employed in other 
|cities where baseball programs were 
sponsored jointly by the two com- 
|panies. No decision has_ been 
reached as to which local station 
will carry the Brooklyn games. The 
stations, it was pointed out here 
|today, are waiting to see what 
iaction the other New York clubs 


take on the matter before reaching | 


}an agreement. Both home and out- 
|of-town games will be aired. 


|men expect that the Yankees and | 
| Giants will soon reveal] plans for | 
| broadcasting in 1939, it was pointea | 
/out here that the two clubs may | 
|hold out for another year. Al! local | 
|teams look forward to banner ate | 
|tendance next summer! when | 
|World’s Fair visitors are in town, | 
and the increased revenue which | 
would come from commercial spon- 
sorship may be turned down be- 
cause of the prospect of increased 
revenue from gate receipts. It was 
also said that the clubs might wait 
for the highest possible price. 


Knox Reeves Advertising, Min- | 


neapolis agency for General Mills, 


anti-broadcasting | arranged the Brooklyn deal for an 
major | undisclosed sum. The signing was | 
leagues surrendered to commercial! announced — by 
sponsorship this week when it was | Dodger 
announced that all games of the | New 


Larry McPhail, 
business manager, from 
Orleans, where the minor 
|\league meetings are in progress. 
Long Antipathy Ended 
Brooklyn’s contract with the 
sponsors abrogates a 13-year-old 
agreement between the three local 
clubs. Two five-year agreements 
expired, and a third had two more 
years to run. Brooklyn threatened 


i\to break the agreement last sum- 


mer, and at that time the two other 
clubs indicated they would follow 
suit if the Dodgers made the move. 


Brooklyn's action. 


MANS 


questions 


In a nationwide reader survey, with replies from 
4571 subscribers and newsstand buyers, 96% of 
the men replied they were as important as anyone 
in the family in the purchase of certain merchan- 
dise for the home. And they listed: 


POPULA ye 


200 East Ontario Street, Chicago, Illinois *® 


Although both radio and baseball 


The 


Refrigerators - Construction Material . Heating 
Equipment - Electrical Appliances - Washing 
Machines - Radios - Vacuum Cleaners - Cameras 


In Popular Mechanics you can sell half a million 
men the mechanical merits of your household 
products. You can do so at less than one-seventh 
of a cent per man for each page advertisement. 
Incidentally, you'll reach a lot of mechanically- 
minded women, too—seventy-one for each hun- 
dred copies of the magazine. 


In 1939, don’t let the man’s questions stand in 
the way of sales, and don’t wait for a dealer to 
answer them. Sell the man through advertising in 


Popular Mechanics. 


McCallum Whisky to Biow 
Biow Company, New York, has 
been appointed to handle advertis- 
ing for McCallum’s Scots Whisky, a 
product of Distillers Company, Ltd., 
distributed in the United States by 
Continental Distilling Sales Com-| 
pany, New York. Newspapers and | 
outdoor posters will be used to start 
a national campaign. Norman B. 
Norman is account executive. 


| 

| 

. | 

New “Artists” Issue Out | 
The 1939 issue of “Creative Ar-| 
tists” is now being distributed by | 
Sackett & Wilhelms Lithographing 
Corporation, New York. The book 
carries 109 pages of black-and- 
white lithographic reproductions of | 


In most homes, buying house- 
hold equipment that runs in- 
to money is a husband and 
wife affair. On mechanical 
devices, especially, the man’s 
questions must be answered 
before the sale is made. 


CHANICS 


New York « 


subjects by more than 100 artists. | 


a ial 


Detroit *= Columbus 


|supervised by 
jagriculture, it is a voluntary, coop- 
| erative 


—e 


CARTOON COPY URGES OVERTHROW OF TYRANT 


: DON'T LET OLD KING COLD 


Mathes Named As 
New York Prepares 
Farm Product Drive 


New York, Dec. 8.—Early begin- 
ning of New York state’s campaign 
to promote its agricultural products 
was forecast today by the an- 


nouncement that J. M. Mathes, Inc.,| when told that the 


named to 
the New 


has been 
account for 


handle the 


Department of Agriculture’ and 
Markets. 
While the promotion is to be 


the department of 
movement on the part of 
growers, made possible through a 
law enacted last spring covering the 
branding of agricultural products 
and setting up of a rigid system of 
grading to insure quality. 

The state will issue the labels on 
request after commodities have 
been tested and graded. Growers 
who cooperate will pay for the 
labels according to a rate 
upon among themselves, and the 


of advertising. 
There will be a 
paign on each 
many 
scope, 


separate cam- 
commodity and in 
it will be national in 
utilizing magazines, news- 
papers, outdoor and radio, depend- 
ing upon funds available. In the 
case of apples and potatoes, it is 
expected that budgets will run as 
high as $300,000 a year. 

First advertising will appear 
early in 1939. Copy will have two 
principal objectives. First will be 
the institutional aim, to sell the 
New York state brand as a mark of 
quality; and second will be hard- 
hitting sales arguments to promote 
greater consumption 


cases 


Borden Names McC-E 


McCann - Erickson, Inc., San 
Francisco, has been appointed to 
handle the advertising for Borden's 
evaporated milk in 11 Western 
states. 


Four A’s Meet in May 


American Association of Adver- 
tising Agencies will hold its annual 
convention at the Waldorf-Astoria 
Hotel, New York, May 11-12. 


Rambeau Gets WAAW 


William G. Rambeau Company 
has been appointed national repre- 
sentative of Station WAAW, Omaha. 
Neb. 


RULE YOUR WINTER— 


Now is the time to start warding off this winter's colds. And for an easy and 
pleasant way to do it, simply include fresh milk in your menu. 


Milk gives you two cold-resisting benefits: aids the alkaline reserve and 
supplies Vitamin A. Vitamin A...the anti-infective vitamin...helps you combat 
respiratory troubles. It can be stored by the system. Hence, today’s glass of 
milk will benefit you months from now.The Bureau of Milk Publicity, Albany. 


THE STATE OF NEW YORK it 
COKE C OEE EEE ELE EEO EEDEOE® 


Fanciful drawing which is being used in newspapers in New York's milk campaign, 
with copy telling the ever-popular vitamin story. 


| Neville O’Neill, New York copy- 


| used in a minor role. 
York State 


Release Told in 
O'Neill-Kudner Suit 


writer, signed a release in full for 
$100, testimony indicated last week 
when his suit against Arthur Kud- 
ner, Inc., for alleged appropriation 
of an idea began before Justice 
Edgar J. Lauer, of the New York 
Supreme Court. O’Neill testified, 
however, that he signed the releas 
idea was to b 


Mr. O'Neill claims authorship of 


“G. M.—Means Good Measure, 
used in a campaign for General 
Motors Corporation. He seeks 


$250,000 damages. 


Templeton Leaves Acme | 

L. M. Templeton, a director of B¥ 
Gregory Advertising, Cleveland, has 
resigned as manager of the Acme 
Loan Company, Cleveland, to be- 
come vice-president and financial 
adviser of the agency. 


Gwirtz Joins Rosette 
Irvin R. Gwirtz, formerly with 


agreed | New York, has joined the Rosette 


, )}as account executive. 
| receipts will be used to pay the cost | 


Casper Pinsker Advertising Agency, 


Advertising Corporation, New York, 


Agency Closes 


Janes-Morton, Inc., Los Angeles 
has closed its doors, and A. O. Janes 
and C. W. Culpepper, agency ex- 
ecutives, have joined General Ad- 
vertising Agency. 


ae el 
THE JANUARY ISSUE OF 


ROADS ayo STREETS 


A GILLETTE PUBLICATION, CHICAGO 


WILL FEATURE A 
PREVIEW OF THE 
1939 HIGHWAY 
MARKET . 
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AND MAINTENANCE 
DURING 1939 // 
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Sady 


““TYROM this vantage point I’ve seen twenty-five million Americans-by- 
choice get their first view of the Promised Land. I’ve seen more millions 
of returning travelers—choked with joy at being home.” 


“Now I’ve got the arithmetic of why!” 


We’ve no streets paved with gold—no chicken in every pot—no two cars 


in every garage.But we’ve a living standard three times as high as the 


average among other countries. The Government has proved it this year in 
the newly released, mammoth buying study reported through the National 
Resources Committee. 


These reports show that nearly two-thirds of all American families earn 
more than $1000 a year—whether they or their antecedents, came here on 
the Mayflower or steerage on the Savoia. 


Only one-quarter of Britaim’s families make this or more—less than 
one-quarter of the French—less than a fifth of the Germans—less than a 
tenth of the Norwegians or Danes. 


Although we're less than 7% of the world’s population, we Americans 
own 50% of the world’s telephones, drive 75% of the world’s automobiles 
ver 33% of the world’s paved highways. 


Surely, we have our economic upsets—sometimes a few of us are cold and 
occasionally hungry, but mister, if you think we’ve got troubles, just read 
your foreign news. Read it today—ten years ago— fifty. Read it when 
“Teddy” ran things . . . Coolidge, Hoover or Franklin D. ... at every 
time, America led and still leads all nations in family income! 


More important than that is what these incomes dwy. In America we may 
call $1000 to $2000 a year “low income”, but families with that income 
maximum buy 70% of the mechanical refrigerators, 51% of the automo- 
biles, 68% of the scented toilet soaps—the majority of packaged breakfast 
food and tooth paste. 


People who make the least in incomes in America, buy luxuries daily that 
only the top earners in other countries even hope to buy! . 

We have “unpurged” newspapers to read—magazines edited to help us 
use our buying power to speed us in the “pursuit of happiness”. 


And in no other country in the world is there a magazine edited solely te 
the Wage Earning mass of the people, such as America’s True Story. Just 
as—and because—in no other country are the Wage Earner Families the 


principal objective of industry’s producing and selling activity. 


True Story 


The Only Major Magazine That Centers Its Circulation 


Among Wage Earner Families 
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ADVERTISING AGE 


December 12, 1932 


Laird to Leave 
Weco for Post with 
Young & Rubicam 


Chicago, Dec. 8.—J. Kenneth 
Laird, vice-president in charge of 
advertising of Weco Products Com- 
pany, has resigned to accept an ex- 
ecutive position with Young & 
Rubicam. He will take up his new 
duties in the agency’s Chicago office 
on Jan. 1. 

Mr. Laird entered the advertising 
field via the newspaper reportorial 
route. He joined the Chicago 
Herald and Examiner in 1925 and 
two years later was appointed 
manager of the paper’s merchandis- 
ing department. Later he became 
head of the paper’s plans depart- 
ment. 

In August, 1929, Mr. Laird joined 
Weco Products Company (then the 
Western Company) as advertising 
manager. He was elected a vice- 


| president in 1932 and a member of 


the board of directors in 1935. 

An active figure in advertising 
circles, Mr. Laird was chosen a di- 
rector of the Association of National 
Advertisers in 1936 and last year 
was named vice-chairman. He has 
also served as president of the Ad- 
vertising Managers Club and the 
Chicago Federated Advertising 
Club. 

In 1936 he directed a survey of 
wholesale drug distribution in the 
United States for the National 
Wholesale Druggists Association. 


Starts 100th Year 


The Daily Advocate, Belleville, 
lll., has started its 100th year of 
publication. It was the first news- 
paper to publish a daily edition in 
Illinois. 


“Camera” Bi-Monthly 


Effective with the January issue, 
U. S. Camera Magazine, New York, 
will become a bi-monthly. 


HEADED FOR Y & R 


J. Kenneth Laird 


AFA Joint Sponsor 
of Packaging Awards 


The eighth annual competition 
for the Irwin D. Wolf packaging 
awards, to be presented at the ninth 
Packing Exposition in New York, 
March 17-10, will be’ sponsored 
jointly by the Advertising Federa- 
tion of America, the American 
Management Association, and the 
Consumer-Retailer Relations Coun- 
cil. AMA has heretofore been the 
sole sponsor. 

Entries will be accepted for the 
competition until Feb. 8. Entry 
blanks and information concerning 
the awards wiil be available within 
a few days. Packages entered in 
the competition will be on display 
at the exposition in March. 


Ad Column for “Inquirer” 


Philadelphia Inquirer introduced 
a weekly advertising news column 
in the Dec. 11 issue. It will appear 
each Sunday. David L. Lukens, for- 
merly of the feature department, 
will be in charge. 


We 


sell 


5000 watts 


INCINNATI has a lot of radio stations— 
some of them with lots of power. And 
all four of the bigger stations are network sta- 


tions. Which ought to make things complicated 


—and elbow grease! 


for a time buyer. But they're not. 


In April of 1938, Crossley, Inc. conducted the 
largest coincidental study ever made in Cincin- 
nati. It demonstrated that WKRC was an unques- 
tioned first in listener popularity among all of 
the local network stations. And, since then, 


other surveys have confirmed the fact. 


It isn't just the 5000 watts. It isn’t just the 550 


kilocycles. It isn’t just the complete Columbia 
programming. It’s all of those things... 


plus elbow grease! 


WKR 


what's doing in Cincinnati. 


brand of elbow grease. 


WKRC produces shows that catch the flavor of 
Cincinnati. And the interest. And the enthu- 
siasm. WKRC "'special events”’ is one of the livest 
outfits in radio. And Cincinnati listeners make 


it a habit to tune WKRC when they want to know 


We always reserve a couple of cans of elbow 
grease for our dealers, too. Every important 
dealer in Cincinnati is contacted by wKRC all of 
the time—on behalf of our sponsors. The result 
is that your customers are our friends. Day and 
night, WKRC advertising rings the bell all down 


the line... wholesaler, retailer, consumer. 


You ought to sample some of our very special 


¥%& =COLUMBIA’S STATION FOR CINCINNATI 


550 Kilocycles. Owned and operated by Columbia Broadcasting System + Represented by Radio 


Sales: New York + Chicago + Detroit + Milwaukee + Charlotte, N.C. + Los Angeles + San Francisco 
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Lonite Frankness 
Will Be Limited 
to Drug Trade Copy 


Medical Channels 4, 
Remain Basic Note jp 
Contraceptive Sales 


New York, Dec. 8. — Although 
establishing a new high point jp 
frankness by advertising its Zon, 
cream in drug papers as a “contra. 
ceptive,” Zonite Products Corpor. 
tion indicated this week that the 
open appeal would not be conveyeg 
to the consumer. 

G. Allen Reeder, Zonite adver. 
tising manager, told ADVERTISmy, 
AcE that it is extremely unlikely 
that consumer advertising of the 
product would be undertaken. He 
pointed out that the entire mer. 
chandising plan which has bee, 
adopted for Zona is based on its 
recommendation and _ prescription 
by physicians, and that a campaign 
in consumer publications would be 
likely to destroy the gains that 
have been made through the med- 
ical profession. 

The first insertion in the trade 
paper series was a center spread in 
Drug Topics boldly headlined, “A 
new kind of contraceptive for 
recommendation and _ prescription 
by physicians.” Employing the pic- 
ture sequence technique, the copy 
explained how the product dif- 
fers from others on the market, 
and that this is “the first and only 
preparation we know of that prints 
the word ‘contraceptive’ right on 
the package and the professional 
literature.” 


Right to Sell Upheld 


Mr. Reeder declared that the 
campaign now in progress in the 
drug field “asserts the right of the 
retail druggist legally to sell prod- 
ucts as contraceptives.” A United 
States Circuit Court of Appeals de- 
cision in 1936 recognized the im- 
portance of permitting physicians 
to prescribe adequate contraceptive 
measures “for the purpose of sav- 
ing life or promoting the well be- 
ing of their patients.” 

Following that decision, the Zonite 
attorney, Morris L. Ernst, advised 
that druggists could sell such prod- 
ucts. A mail campaign aimed at 
doctors was subsequently started 
for Zonitors vaginal suppositories. 
Zona cream was tested in New York 
State in 1937, and introduced na- 
tionally in May, 1938. 

Zonite planned to run the Zona 
advertisement which has just ap- 
peared at that time, but it was 
feared that the publication carrying 
it would run afoul of the postal 
authorities. An opinion from the 
Solicitor General’s office was re- 
ceived, and the copy released. 

Mr. Ernst believes that similar 
copy, also specifying that the con- 
traceptive is “for recommendation 
and prescription by physicians,’ 
would be legal in consumer maga- 
zines. Zonite has no intention of 
making the test, however, as Mr. 
Reeder pointed out. 


Publishers Ask End of 
Ban on Football Copy 

The Pacific Northwest Newspape! 
Advertising Executives Association, 
meeting recently at Salem, Ore. 
adopted a resolution calling for 
rescinding of a ruling of the Pacific 
Coast Conference prohibiting use ° 
any funds for football advertising 

George A. Cran, Vancouver Sut, 
was re-elected president of the 
association. Norris E. Inveen, T@- 
coma News Tribune, was elect 
secretary-treasurer. 


Francisco Adds Title 


Don Francisco, who this fall 
succeeded Albert Lasker as pres!- 
dent of Lord & Thomas, has also 
been appointed a director of Lord 
& Thomas, Ltd., in London, England, 
following Mr. Lasker's resignation 
from that post. 
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The year ’round Phoenix is a festive city! Every month it offers a package of 
sales for those who want a share of the $75,000,000 expended in its trading 
area. And indices point to ever brighter business skies! More people are here 
... shown by the necessary addition of five U. S. mail routes to serve 2,000 
new families brought within Phoenix’ city limits within the past two years! 
Ten per cent greater, too, than last year is the money already distributed by 
Phoenix banks to Christmas Club members. Yes, Phoenix is a gift for astute 
advertisers who have had it proved to them that if you want to make sales, 
advertise where sales are being made! 


BOB HALL. National Advertising Manager 
es—Williems, Lawrence & Cresmer Co.. New York, Chicago, Detroit, Los Angeles, Sin 


“Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 
Ri presentetives — Thé KATZ AGENCY — New York. Detroit, 


WALTER BIDDICK. CO., Los Angeles, San Francisco, SeatHe ~ 
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Admit Mistakes, 
Francisco Advises 


Manufacturers 


NAM Convention Gets 
Gallup Analysis of 
Research Technique 


New York, Dec. 7.—Business 
should frankly concede its mistakes 
and admit that some of the criticism 
leveled against it has been justified, 
Don Francisco, president of Lord & 
Thomas, told the annual convention 
of the National Association of Man- 
ufacturers here today. On the same 
program was Dr. George Gallup, 
Young & Rubicam research director, 
and head of the Institute of Public 
Opinion, who disclosed how mod- 
ern research methods have taken 
the guesswork out of the determi- 
nation of current trends in public 
opinion. 

Mr. Francisco offered the follow- 
ing formula for any business that 
seeks to win new friends: first, 
“find and correct your mistakes”; 


| esound, “heal your sore spots”; | 
third, “make new friends”; and 
fourth, “tell your story of social 
service.” 


The speaker declared that when 
a business or industry sets out to 
make a self-diagnosis as its first 
move toward better public relations, 
a careful survey of public opinion 
reveals many surprises, including 
“prejudices formed on misunder- 
standing and criticisms based on 
facts that don’t exist.” 

The real molders of _ public 
opinion are the executives who 
make the policies, the speaker said. 
“Making friends for a business is 
not a specialized activity like pro- 
duction, sales and advertising. It 
is a job that the heads of a business 
can’t entirely delegate—or buy.” 


Accurate Sample Vital 


Casting further light on the sam- 
pling system which he has em- 
ployed to predict election results ac- 
curately, Dr. 
that close control of the sample is 
necessary to obtain a reliable report 
of the opinions of the whole public. 

“In handling of samples, as in 
any other field, success depends 
upon the skill and experience of 
the operator,” he said. “In phrasing 
questions, for example, it is neces- 
sary to use the most advanced prin- 


| McCall 
/Hook, president of the association 
,and of The American Rolling Mill 
Company, 
chairman of the NAM committee on 


Gallup pointed out| 


ciples of interrogation in order to 
get answers that represent convic- 
tions rather than surface opinions.” 

“In selecting and locating the 
people to be interviewed, it is neces- 
sary to use infinite care to insure 
participation of all elements in the 
population,” Dr. Gallup asserted. 
This method enables a researcher 
to discover not only the opinion of 
the mass but also the views of any 
classifiable group within the mass. 
The ebb and flow of opinion trends 
can also be traced. 

The convention’s public relations 
session was presided over by Wil- 
liam B. Warner, chairman of the 
board of NAM, and president of 
Corporation. Charles R. 


and Robert L. Lund, 


public relations and executive vice- 
president of Lambert Pharmacal 
Company, also spoke. 


Starts Newspaper Drive 


Fenner & Beane, member of the 
New York Stock Exchange, will 
initiate a newspaper advertising 
campaign in several cities, extend- 
ing from Rhode Island to Florida 
and Texas. Two column space will 
be used through Doremus & Co., 


|New York. 


HOW YOUR SALE$ DOLLARS ARE 


What we are about to say is of immediate 


concern to you 


business executives, 


$$$ You put money into executive publica- 
tions which are read at home. 


ment is sound and necessary. 


your messages; 


persuaded. 


$$$ Shortly afterward they yawn, 


go to bed. and sleep away a large 


They'll 


part of your effort. 


unless you follow through. 


$$$ 


\gain the principle 


if you advertise and sell to 


are interested, 


do that 


of sale. 


two square 


You 


your message in the executive's office on the 


must repeat or merchandise 


yards of desk top where he buys. 


$$$ Your one medium for that purpose is 


Your invest- 
desks. 
Executives see 


impressed, $$$ 


WALL | 
STREET 
JOURNAL 


r 


point 


The Wall Street Journal. 


circulation is read by 


86 per cent of its 


executives at their 


This compares with a high of 61 per 


cent to a low of 12 per cent 


for other national execu- 


tive-publications. 


$$$ Why let your sales dol- 
lars be slept away? Follow 
through by merchandising 


in The Wall Street Journal. 


GFL LS manacemenr execurives 


at point of sale 


| Motors bldg., 
iF. B. Etter. 


|Globe bldg. 
|of Frank B. Heanue. 


| succeeds the late Harold W 


GUARANTEES FREEDOM FROM WINTER LOSS 


. Br hae ppae he wife sare, “i be panes that 
okkew boy 6 tebe eammwnces nee oe pmb ol 

¥ 2 om wack ad he 9 che hed hnwe hene me contd 

- «he et we rrtem 


(33) 


Standard Oil Company of Ohio has launched a newspaper campaign in its mar- 


> 


keting territory featuring a guarantee that Sohio will 
or Standard Oil will pay your garage starting bill.” 
is the agency. 


‘New York Times’ 
to Establish 
Branch Offices 


New York, Dec. 7.—Plans to open 
its own sales offices in Boston, Chi- 
cago, and Detroit were revealed to- 
day by the New York Times, effec- 
tive Jan. 1. 

The Chicago office, which will be 
located at 230 North Michigan ave- 
nue, will be headed by John P. 
Cunningham, who has been with 
the national advertising department 
of the newspaper for several years. 
Associated with him will be Fred- 


‘eric H. Lamb and George H. Keim. 


The Detroit office, in the General 
will be in charge of 
Associated with him 
will be William Mason. The Boston 
office will be located in the Boston 


and will be in charge 


John B. Woodward, 
continue to represent the 
the Pacific coast, 
Los 


Inc., will 
Times on 
through offices in 
Angeles and San Francisco. 

Don A. Jansen succeeds Mr. Etter 


jus manager of the Detroit office of 


John B. Woodward, Inc., 
New Center Bldg. Mr. 
been in Woodward's 

office for several years. 
Davies continues as a 
Woodward's Detroit 


in the 
New 

Frank C. 
member 
staff 


Daschner Appointed 

Harold Daschner, formerly assist- 
ant to the managing director of the 
National Hardware Dealers Associa- 
tion, has been appointed secretary 
of the Michigan Retail Hardware 
Dealers Association, Lansing. He 


Zeroll Plans Drive 


Zeroll Company, Toledo, 
of a self-defrosting ice cream dip- 
ner, will continue its campaign in 
The Saturday Evening Post during 
1939, with first copy appearing Jan 
21. Sterling Beeson, Inc.. Toledo. is 
the agency. 


maker 


Lighty Appointed 


Kent Lighty, New York, 
appointed advertising manager of 
the Review of Gastroenterology. 
National representative for the pub- 
lication is Medical Publication 
sociates, New York 


has been 
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THE STANDARD O}L COMPANY (Of 1¢ 


| Standard Oil guarantees Sohio 
| products will stort your car every 
time~or Standord Oil will poy 
your gerage starting bill - - 


“start your car every time, 
McCann-Erickson, Cleveland, 


Fairs May Be ‘Televised, 
Says British Expert 


London, Nov. 24.—If televi- 
sion becomes more _ popular, 
buyers will no longer need to 
visit such expositions as the 
British Industries Fair, G. W. 
Godfrey, of the Marconiphone 
Company, told the Incorporated 
Sales Managers’ Association 
here last week. Mr. Godfrey 
predicted that television might 
enable buyers to remain by the 
comfort of their fireplaces and 
still be “conducted” by televi- 
sion from stand to stand at the 
fair. 


Display Day for Fair 

Syl C. Rieser, managing director 
of the International Association ot 
Display Men, has announced that 
plans are under way to have a da) 
designated as National Display Da) 
at the New York World’s Fair dur- 
ing the IADM convention, Jun 
25-29. 


Malcher Leaves “You” 

Virgil Malcher, Chicago, has re- 
signed as Midwest representative 
for You. 


*-PHOTOS: 


MOoOowL.s 


Thousands of ready-to-use  illustra- 
tions, on all subjects, are available 
for your inspection. Write, wire or 
phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue . Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK 
Phone Bryant 9-6682 
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ADVERTISING AGE 


Announcing the first findings of... 


LIFE’s Continuing Study of Magazine Audiences 


Here Are the Figures—the Number of People Who See, Open, and 
Read Some Part of Each Issue of the Four Large Weekly Magazines. 


Magazines listed Audience as shown by the Life Study Net Paid 
alphabetically 10-19 yre. 20 yrs. & over Total Circulation 
COLLIER’'S.. . . . 4,400,000 11,500,000 15,900,000 2,633,878 
LIBERTY . . . . 3,200,000 10,800,000 14,000,000 2,485,395 
Mes iscs ss SR 12,400,000 17,300,000 . 2,029,761 
SATEVEPOST. . . 2,700,000 . 10,200,000 . . . 12,900,000 3,055,123 


* Publishers’ interim statements, averages for third quarter 1938. 


|’ SEEMS inconceivable that publishers of 
the big weeklies have been too modest 
about the value they have put on their maga- 
zines as advertising media. 

-_ 
“) 
/ 
. 


7" 


It seems 


inconceivable that the publishers 
‘LIFE would publicly state: ‘‘The Satur- 
day “vening Post, Collier's, and Liberty 
are re valuable advertising media than 
‘dvertising men ever realized.” 
Yet it’s true—and the Study that proves 
rue is the biggest advertising news in 25 
since the founding of the Audit 
Bureau of Circulations!). 


For this Study —employing new survey tech- 
mig 


1 gives the first scientifically obtained 
‘tures on the number of people reached by 
of the large weekly magazines! 


LIFE leads the field in these figures and 


tac} 


that pleases us, naturally. But the real news 
of the Study is the hidden values it reveals 
in the entire field! 

Surprising figures, aren’t they? They make 
every one of these respected media a better 
value than anyone ever realized. They make 


the whole weekly magazine field loom larger 


and more importantly as a mass medium, 
reaching the major share of the people who 
are worth reaching at all. 


What do these figures prove? 


For a number of years advertisers and adver- 
tising men have realized they haven’t known 
enough about total magazine readership. 


Aes! 


They have known (thanks to A.B.C.) how 
many copies of each magazine were sold. 
They have also known that there were more 
than one reader per copy. But how many 
more? Some have said a total of 2 readers per 
copy; some 3; some have used the convenient 
“average family’’ number: 4.3. But no one 
knew the total audience each issue of each 
magazine reached. 


Who is making the Study? 


The desirability and need for such informa- 
tion have been recognized throughout the 
business. For the past several years, it has 
been widely discussed in advertising circles. 
Several attempts have been made to inaugu- 
rate such a Study for all magazines. 


Then, some several months ago, LIFE cast 
the die by launching the LIFE Study of Week- 
ly Magazine Audiences. The Study is being 
made in the only way such a study can be to 
be worth a farthing—scientifically, im- 
partially. 


An impartial Committee of research spe- 
cialists was set up to devise a method as 
nearly perfect as scientific research can be. 
The Committee is made up of Mr. Paul T. 
Cherington, independent Marketing Consult- 
ant; Mr. Archibald Crossley, President of 
Crossley, Inc.; Mr. Samuel Gill, Director of 
Research, Crossley, Inc., who is directing the 
field work; Dr. Darrell B. Lucas, Associate 
Professor of Marketing, New York University. 

Crossley, Inc., whose radio research is 
recognized as the standard guide to radio 
audiences, is carrying out the Study under 
the complete control, including authentica- 
tion and presentation of all findings, of the 
Committee. 


How is the Study being made? 


This Study is not a one-time affair. It will be 


_ The Biggest Advertising News in 25 years! 


a continuing project, with the findings re- 
vealed periodically. 

Many weeks were spent in arriving at a 
scientifically accurate cross-section of the 
population—in getting exactly the right pro- 
portion, geographically, of each sex, each 
race, each age group, and standard-of-living 
group. Children under 10 were not inter- 
viewed; and, of course, inmates of asylums 
and institutions were not included. All inter- 
views are personal, made by the trained and 
seasoned members of the Crossley staff. 
(LIFE will be glad to send Report No. 1, a 
detailed account of complete findings to date: 
how the sample was chosen; how it was cor- 
rected to eliminate the flaws that turned up in 
experimental interviews. Those interested in 
advertising research and media will find it 
extremely interesting. ) 


Future Plans 


The figures above—even though they’re first 
findings—offer a more accurate, more scien- 
tific yardstick for space-buying than advertis- 
ing has ever before had. 

It is planned to dig further into the un- 
known facts about magazine audiences—into 
other phases that determine any medium’s 
value. These findings will be announced as 
they come to light. Watch for them—they’ll 
constitute the most important media informa- 
tion revealed in 25 years! 


LIF, 


AMERICA'S ny, 
OST 
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December 12, 1938 


Agencies Held 
Subject to U.S. 


‘Wage, Hour Rules 


Claim to ‘Service’ 
Status Is Barred by 
Administrators 


Washington, D. C., Dec. 8.—Most 
advertising agencies will not be 
classed by the Wage and Hour Di- 
vision of the Labor Department as 
“service” establishments under the 
Fair Labor Standards Act and there- 
fore employes of such agencies 
must be paid wages and worked 
hours in accordance with the stand- 
ards of the act. This was made 
clear today by an _ interpretative 
bulletin issued by Deputy Adminis- 
trator Paul Sifton. 

The ruling does not mean cate- 
gorically that all agencies will be 
covered, because in the last analysis 
it will depend upon what propor- 
tion of the agency’s activities finds 
its way into the channels of inter- 
state commerce. If more than 50 


—S—S——_—— 


constitutes “selling or servicing” 
goods which are sold across state 
lines, then it seems clear that the 
employes of such agency fall with- 
in the provisions of the act. 

The division’s interpretation in- 
dicates that advertising agencies 
may not apply for the exemptions 
granted to local retailing and serv- 
icing establishments under Section 
13(a)(2) of the act. If the agency 
is eventually exempt from the act’s 
provisions, its case must be predi- 
cated rather on the fact that it is 
not selling more than 50 per cent 
of its services to advertisers whose 
goods cross state lines. 


Cites Classifications 


Listing a number of businesses in 
addition to advertising agencies 
which had written to the adminis- 
trator claiming that they performed 
“services” rather than sold tangible 
goods, among which were banks, in- 
surance companies, newspapers, 
telephone companies, radio broad- 
casting stations, electric and gas 
utilities, printing and binding con- 
cerns, commercial art firms, invest- 
ment houses, engineering firms, and 
others, the opinion says: “Although 
we recognize that the foregoing com- 
panies perform ‘services,’ it is 
nevertheless our opinion that such 
enterprises are not, in the ordinary 
sense, sufficiently similar in char- 


acter to retail establishments to be 


NEW PACKAGE GETS BOMBSHELL DEBUT 


The introduction of a new Acme ale bottle and label was dramatized by delivery 
to West Coast dealers on a giant firecracker containing the new package together 
with a complete sales story. Emil Brisacher & Staff, San Francisco, is the agency. 


considered ‘service establishments’ 
within the meaning of Section 
13(a)(2) ...Ina broad sense every 
business performs ‘service’ yet no 
one would seriously urge that all 
types of businesses were eligible for 
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With the San Francisco Golden Gate 


International Exposition opening date, 


February 18, 1939, fast approaching; 
with the preparations made for a 20,- 
000,000 attendance; with an estimated 


influx of tourist cash amounting to a 
QUARTER OF A BILLION—in addi- 
tion to the regular retail trade figures, 


which are 


expected to reach THREE- 


QUARTERS OF A BILLION — San 


Francisco stands in a fair way to out- 
rank any major city in the United States 
in 1939 IN CONCENTRATED BUY- 


ING POWER. 


For most productive coverage of this 
intensely active and rich market, the 


General Advertiser may depend on 
The Call-Bulletin, the one San Francisco 
daily newspaper to show a circulation 


. 
CO 


gain for the six months period ending 
September 30. 


LL-BULLETIN 


GREATEST EVENING CIRCULATION IN NORTHERN CALIFORNIA 
Represented Nationally by PAUL BLOCK and ASSOCIATES 


exemption under Section 13(a)(2). 
It would be surprising indeed, if 
Congress had intended by the orie 
word ‘service,’ as used in the phrase 
‘retail or service establishment,’ to 
grant an exemption broad enough 
to include all of the above-men- 
tioned classes of businesses, and 
there is nothing in the legislative 
history of Section 13(a)(2) to sup- 
port such a conclusion.” 

The Wage and Hour Division 
listed two general determinations 
by which the administrator will de- 
termine whether or not such an es- 
tablishment is doing more than 50 
per cent of its servicing or selling 
in interstate commerce. First: “The 
number of sales made within the 
state in which the establishment is 
located as compared with the total 
number of sales of the establish- 
ment.” Second: “The gross income 
derived from sales made or services 
performed within the state as com- 
pared with the total gross income 
of the establishment. . . Only the 
flow of goods or services in intra- 
state commerce resulting from the 
selling or servicing of the particu- 
lar establishment has any bearing 
on the availability of this exemp- 
tion.” Advertising agencies are 
held to fall within the latter of the 
two determinations. 

“Whether the greater part of the 
selling or servicing of a given es- 
tablishment is in intrastate com- 
merce is in the nature of a descrip- 
tive attribute of the particular es- 
tablishment. The determination of 
whether or not such establishment 
posseses the required attribute 
must be made on the basis of the 
selling or servicing of the establish- 
ment over a reasonable period of 
time. In some cases a three-year 
survey will reflect accurately the 
nature of the business of the estab- 
lishment. In other cases such a pe- 
riod may be too long or too short. 
No fixed standard of time can be 
used to determine what is reason- 
able in every case.” 


Four A’s Releases 
Market Statistics 


Volume VII-b of Market and 
Newspaper Statistics, which deals 
with 65 cities over 100,000 popula- 
tion in the United States and Can- 
ada in which newspapers were aud- 
ited to March 31 and June 30, 1938, 
has been released by the American 
Association of Advertising Agencies. 

The publication contains latest 
figures on population, number of 
families, English-reading persons, 
income tax returns, audited circula- 
tions, linage, retail rates, general 
|rates, the differential between these 
two classifications and an analysis 
of the extent of circulation induce- 
ments. 


“Time”-Dall Suit 
Settled Privately 
The libel suit of Curtis B. Dall, 


former son-in-law of President 
Roosevelt, against Time was settled 
out of court, the former announced 
last week. Courts had ruled for 
Dall, leaving damages to be de- 


termined by a New York County 
jury. He had asked $250,000. 


The suit originated when Time, 
seeking to establish a parallel with 
|a French case. pictured Dall as hav- 


| ing committed suicide. 


—$—<—_= 


NAB Committee 
Lays Framework 
for Program Code 


(Continued from Page 1) 
mulate the code for presentation t) 
the membership at the anny) 
meeting late in March or early jp 
April. 


Rapid Progress Responsible 


Members of the committee aj, 
that the chief obstacle to develop. 
ment of a program code is the rapjq 


make regulations obsolete quickly, 
Attending the meeting were, beside 
Mr. Miller, Andrew Bennett, Edwiy 
Spence and Ed Kirby, of the Nap 
headquarters staff; Edward Klay. 
ber, executive vice-president, ang 
Gilson B. Gray, commercial editg 
of Columbia Broadcasting System: 
Theodore C. Streibert, vice-presj. 
dent, Mutual Broadcasting System: 
Paul W. Morency, WTIC, Hartford: 
Edgar Bill, WMBD, Peoria, and Rj 
Craney, KGIR, Butte. 


NO ACTION ON 
WELLES BROADCAST 


Washington, D. C., Dec. 8.—The 
Federal Communications Commis. 
sion took time out today from the 
impasse on radio monopoly to an- 
nounce that on the widely advertised 
Orson Welles program of Oct. 30 n 
action would be taken against par. 
ticipating stations. The FCC said 
that Columbia Broadcasting System 
has taken steps to prevent a repeti- 
tion of the “scare.” 

The Commission also gave some 
figures on its fan mail following the 
Welles incident. It received 372 


Decade on NBC, 
Firestone Record 


Firestone Tire & Rubber Con- 
pany, Akron, O., completed its 
tenth year on the National Broad- 
casting Company’s network Dec. 5. 

Lenox R. Lohr, NBC president, 
presented Harvey Firestone, Jr, 
with an illuminated scroll during 
the anniversary program. 


RUSH 


right from your door to your 
clients’ by convenient 


Railway 
Express 


Complete day and night dead-line 
service on mats, half-tones, zinc 
printed matter and anything els 
that's due. Pick-up and delivery wit 
out extra charge. Through routing 
on fast trains. Fastest by natior 
wide Air-Express — 2500 miles over 
night. Low cost. High economy. Good 
business. For service, just phone 


AGENCY INC. 


cay 
tS ’ 
NATION-WIDE RAIL-AIR servict 
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rate of progress which tends 4. 
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protests and 255 letters of approval. BJ 
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SEASON'S 


_ GREETINGS 


WSB Atlanta _ NBC 
WAGA| Atlanta NBC 
WFBR Baltimore NBC 
WAAB| Boston MBS 
WNAC| Boston _ NBC 
WICC Bridgeport NBC 
WEBR Buffalo NBC 
; WBEN | Buffalo NBC 
WGAR| Cleveland CBS 
WFAA | Dallas NBC 
4 : oS WBAP | Fort Worth NBC 
As the holiday Season approaches, we bid ee bon = 
t, x ‘ ; WJR Detroit CBS 
7 farewell to the year that is past with thank- SIRE AT” Wossion = 
é‘ a, . ; WFBM | Indianapolis CBS 
- fulness for the definite and encouraging WDAF | Kansas City NBC 
KARK Little Rock NBC 
> KFI Los Angeles NBC 
progress it has brought. Such success as | nerAnaeis a 
has fallen to our lot, we owe to the many ad- li a 
_A WTM] | Milwaukee NBC 
vertisers whom we have had the privilege KSTP | Minneapolis-StPaull NBC 
WSM Nashville NBC 
of serving; and we take this oppértunity to i) 
express the hope that the services we have i 
ur a 2 KEX Portland, Ore. NBC 
rendered them may alsoyhave contributed WEAN] Providence NBC 
y |. : phy | WRTD | Richmond, Va. NBC 
to their success. With the hope that the New” KSL_| Salt Lake City | CBS 
4 WOAI San Antonio NBC 
; KOMO Seattle NBC — 
. Year may be for all of us a year of continued Oe teen ala = 
inc’, . KHQ Spokane NBC 4 
ol progress, we extend to our advertisers and KGA | Spokane NBC 3 
““ ; WMAS| Springfield CBS a 
“ their agencies, and to all who may chance KVOO | Tulsa NBC 
- | KFH Wichita CBS 
o . . . a 
on to read this, our sincere wishes for a joyous Pe YANREE NETWORK 
THE COLONIAL NETW 
4 holiday season. TEXAS QUALITY NETWORK 
Represented throughout the United States by 
‘ EDWARD PETRY & CO. 
INCORPORATED 


NEW YORK e CHICAGO e DETROIT 
LOS ANGELES * SAN FRANCISCO 


vice 


‘ ; = ‘ - A : , , = “Fe ‘ , Lins = ‘i “44 a a ik 
" * ; = E jek en Oe es See : . Se F - fa 
= ye ,7 3) in” me RS 
eee é 
ger ? 
sad 
, Ss 
a : " 468 
4 oF 
6a 
« Z 
a s 
= 
c or 1a 
sa iets 
— Y 
wae 
, | = 
% 
ra 
i wa * : 
Ag 
= 4 
4 . . ‘ Bi 
23 ' wm a9 
cs ee 
" f #4 ; 
4 mm ¥> xy 
1. ae oe r 
: ry a 7 " 
. oh eA i. 
: . : Se 
i : = 
34 . 2 : ua 
% ' —: 
4 * at ial . 2 
i an 
F : - 
a 
: Ss 
py j 
. 
b, > 
¥ 7 t= 
: e 4 
‘Soa ! Pi 
oy itt 
a 
“y 
. co a eee! 
Bors 
7 ; = 
4 , moet 
pee 
" ; = 
ae 
; ee 
: ee 
aoa . 
: og 
a 
pee? 
AAA iS) 
‘ ee 
° 
rs 
d 7 - . ’ - vie, F * 4 : + ve " : 
ee " - 
(fey: — . : : 
7 s ’ : - 


10 ADVERTISING AGE December 12, 193g 


—, 


Cienne — Up added, have expressed a titties sei place fair trade manufac-|Kyjyit Has Coward | AUTO SCARE COPY 


to discontinue this type of promo-|turers of products similar to those Shoe Account 


Di ht tion. involved in the deal at a dis- sped 
; eins , Samuel G. Krivit Company, New 
for iscussion The subject of deals emerged as|@dvantage, and tend to destroy Voce, ts the eaeney fox Coward 


; a maior issue during the 1937 con-| Public confidence in value and stan- Shoe Company, New York. The ac- 
at NARD Meeting ana and ones as a much|4ard price asked for advertised | count was inadvertently credited to 
discussed topic at the 1938 meeting | Products. another agency in these columns 
committee of the National Associa-| pore A resolution was adopted, snieanaesinin sain last week. 
tion of Retail Druggists is expected] geclaring deals an “uneconomic ° ° 
to give further attention to the! practice,’ and urging local secre- oo atl asiiin Barr Joins Kent Studios 
question of consumer deals at its taries to become fully acquainted The Iron Age, New York, and| William F. Barr, formerly with 
executive meeting here, Dec. 13-16.) with the NARD code to govern|mpomas s. Holden, vice-president | Pagano Studios, New York, has 
Reports that the association! combination deals. |in charge of research and statistics, joined Kent Studios Service, New 
would launch an intensive drive This code, adopted a year ago,/F. W. Dodge Corporation, New York. 
against consumer deals were tem-| holds deals detrimental for these | York, will address the Engineering eS 
pered by NARD spokesmen who| reasons: They represent price re-| Advertisers Association, Chicago, McGillvra Named 
pointed out that such correction as|ductions, tend to produce a de- | Monday evening, Dec. 12, at the 


Chicago, Dec. 8.—The executive 


i 
; . . : ..... | Electric Club. Both will elaborate Joseph Hershey McGillvra, radio ot 
might be effected must necessarily moralized price ‘Structure, cause | 5, present trends and future possi-|representative, has been appointed 4 
be through the suggestion method.|the retailer to distribute free bilities in the manufacturing indus-|by Station KJBS, San Francisco, 4 
Several manufacturers, it was! what he might otherwise sell at a|tries and the building field. ‘and Station KQW, San Jose. sal ; 
, a | 
‘ i ae 
. 
| NEW De 
jue F 
SAFEST LOW PRICED CAR BUILT TODAY) 


One of a series of newspaper insertion; 
in which Hudson Motor Car Company 
literally scares drivers into attention, 


‘Horror’ Picture 


| Dominates Hudson 
Cs Safety Test 


° ° o fe ° , Detroit, Dec. 6.—In testing a new } 
) safety appeal with large space in 1] i 
CLE he Mp Y UC lhe ye : / newspapers in 10 cities, Hudson ‘ 


ee - ee oe ness ae 


Motor Car Company today em- 
ployed a device that has for some 
time been conspicuous by its ab- 
sence in automobile copy. 
A “fear” halftone, showing a 
Z driver, his wife and little son hor- 
* rorstricken as disaster suddenly 
Newsweek 1s now loomed out of a clear road, domi- 
. nated the copy. Boxes mortised into 
the illustration assured the reader 
that “If a front tire and tube blew 7 
out at 60, you'd be safer with Hud- 7 
son’s exclusive auto-poise control,” 7 
Pr . a Pm or “If hydraulic brakes should fail (7 
you’d be safer with Hudson's ex- 4 
delivering a circulation | oe ae = a 
= The caption was, “Stop. Think 
a. about safety before you buy any 
low priced car,” and the copy as- 
serted that the new Hudson 112 de- 
luxe is the safest low priced car 


% built today. The following text 
onus O ° shifted somewhat from the safety 
story to mention some of the lux- 
ury and convenience features of the 
Hudson. 

Some members of the industry 
have deplored too much stress on 
accidents, as exemplified by the 
“horror” picture mentioned above, 
but in the present instance the at- 
tention value was regarded as 
justifying the appeal. Brooke, Smith 
& French handles the Hudson ac- 
count. 


ee oe 


. . . 
Current issues of Newsweck are annual incomes above $3,000, than peggy ; si 
. , . Quen ox, sales mo 
= reaching over 330,000 above-average could be bought in any other anes tae the past two vous, ta 
Be: families . . . 10% more than the national weekly, issuing audience been promoted to assistant manager 
a oa ° - : of Stations 7W-KEXA, operated by 
a 300,000 guaranteed for 1938, upon income figures. ihe Partlond Oreasalan. 
= which rates are based. - . 
_ Newsweek continues to lead the 
sh, soaps a ely adele el field in economy . . . by a greater (— 
culation gains, like its notable ad- margin than ever before E 
cIOn & | : ver Watch a Bo 
- vertising increases, come at a time . . 
when gains are few and far between. P. S. Further substantial circulation gains Read a Newspaper: 


are assured for 1939, yet Newsweek will 
On the basis of its 300,000 guar- not increase its rate. 


= . : He starts at the back, goes 4s 
e antee, $1 spent in Newsweek this 
EE 


far as the sports page... and 


as . ‘ then stops. Once that page is 
me year bought more families with The Trend's to Newsweek! digested fully, - 


= 


tossed aside. If you have an 
The Magazine of News Significance 


advertisement in that paper, it's 
just unfortunate—he'll never 
see it. But when it comes to 
his high school paper—thats 
something else again. Theres 
something he really reads— 
front to back .. . including the 
ads. He acts on them, too. De- 
partment stores using these 
publications have learned that 
to their pleasant surprise. If 
you have never used HSAC High 
School Publications, you have 
not tapped a profitable market 
| —fa market of 858,483 buyer* 
} who spend $108,454,486 of their 
own money every year You 
can reach all of this market or 
as much as you wish—through 
us exclusively The facts are 

ee brief—and enlightening. We'll 
send them if you'll drop a not 
on your letter-head to Rich- 
mond Advertising Service (NO? 
an advertising agency) 26 Cour 


Street, Brooklyn, N. Y. 
a NX _ 
a 
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Photograph by Fairchild 
Portland Advertisers using the Monitor 


Aerial Surveys, Inc, 
Amusements . . 


> & -s 2 Hosiery Shops oe 1 e 
y Architects . . . « + «+ 1 Household Supplies . . . 2 
x Automobile Dealers . . . 2 Imstruction . . « « «+ + 3 O C a Vv e r | $ e rs 
Auto Supply Stores . . . 4 Imsurance «. -. + «+ «© « 7 
e Awning Makers . . . . 1 Jewelers . . . es «oe 
Bakeries . . «© « + « « & Laundries and Cleaners - « A2 
y Beauty Shops ot a 8 Milliners . . -« a oe | 2 
Builders’ Supplies . . . 3 Moving and Storage ‘vs © O @) r a n u $ e 
n Clothing and Dresses . . 13 Music Stores. ~~ 
e Confectioners . . . +. + 3 Painting and Decorating ef 
, Dairies . . . + « «+ + 3 Photographers . . o « 8 e e e 
ts Department Stores . . +. 6 Photographic Supplies eo « 2 
F Dry Goods Stores .. . 2 Printers . . «© «© © « « 4 e ris ian cience 
$ Electrical Shops . . . . 2 Radio Shops ....-.- tI 
1 Financial . o © «© « 4 Real Estate. . © «© « « | 
Florists and Nurseries - « 10 Restaurants... .- - 13 a 
P Food Stores . 7 . . . 19 Shoe Stores . . . . . . 8 
Furniture Stores . . . + 7 Sporting Goods Stores . . 1 O n | 6) r 
Furriers . «. - « « « 2 Stationers .« « © «© « « 8 
General Miscellaneous os 2 Det eee ee 
Hardware Shops . . . - 4 Taxi Service «. «. «+ «+ + I . 
. Heating and Plumbing . . 7 Toilet Goods . . « + + 2 2 
1S ae 
“ or 
yy F ‘ F P eae P ss 
HE CHRISTIAN SCIENCE MONITOR is a definite “In addition to the satisfactory response from a dol- cokes 
factor in the buying activity of Portland, Oregon. lar-and-cents standpoint, it has been highly pleasing to meet sree 
One Portland merchant wrote: “I would prefer to give the type of person who comes to the store because of Mon- ace 
\ up any other advertising medium than The Christian Sei- — jtor advertising. I have found them to be the most satis- “ et 
ence Monitor, as I am positive I get better results from it factory clients. aoe : 
than from any other advertising.” i eee Pry 
, “T have spent a great deal of money for advertising, 5 ae 
From another Portland merchant, a jeweler, has come but there is no medium I know of that in any way compares a 
the following: “My experience with advertising in The 


in results with The Christian Science Monitor.” 
Christian Science Monitor has been not only pleasant, but 


also productive of very definite results. For the national advertiser whose product or service 


, . . appeals to a discriminating audience The Christian Science 
“While we have had customers come in for repairs, -_ way : , li 0 : 
: onitor has an exceptional value as a medium. Our neares 
we have also had hundreds come in to make purchases, fm 1 aled er h ; 
— o c ww > . 3 
The largest one I can recall was some $1500 — a most ace will gladly give the complete story 


satisfactory sale for a jeweler. Names of writers of letters quoted given on request. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, 


Seattle . . . London, Paris, Geneva 
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Standards of Research 


A. C. Nielsen, head of the mar-,with research methods as practiced 
iby advertising agencies as a whole 
| will insist that every so-called re- 
‘search project is handled as thor- 


ket research company which bears 
his name, created more commotion 
than he had probably anticipated 
when he criticized market research 
as practiced by agencies, publish- 
ers and other media in his speech 
at the recent convention of the As- 
sociated Grocery Manufacturers of 
America. Agency executives espe- 
cially were chagrined as the result 
of his insistence that their research 
findings are affected by self-inter- 
est and are too likely to represent 
a partisan promotion of advertis- 
ing. 

It should be remembered that 
agencies are the largest users of 
market research, in the sense that 
they are the chief sources of busi- 
ness for the independent research 
organizations in whose behalf Mr. 
Nielsen made his plea. While some 
agencies perform the market re- 
search function completely, provid- 
ing the necessary field organization 
to gather the facts, the typical 
agency set-up involves the defini- 
tion of market research objectives 
by the head of the research depart- 
ment, who buys from an outside, 
independent organization the serv- 
ice involved in making the study. 
The interpretation and evaluation 
of the factual data then become the 
research director’s responsibility. 

No one will deny that much in- 
formation lacking in significance 
from a marketing standpoint mas- 
querades under the name of re- 
search. Likewise, no one familiar 


What About Testimonials? 


Roy Durstine, in his contribution , actual 


’ 


to “America Now,” reviewed in the 
December 5 
AGE, makes a sweeping condemna- 
tion of testimonials and urges that 


they be eliminated from advertis- 


ing. This is not a novel suggestion, into disrepute, and have caused the | 
but it was given added point by the | public 


recent ruling of the Federal Trade 
Commission that testimonials for 
proprietary products in the medical 


field must have a professional char- | ful advertising weapon. 
acter, and that users without med-| 


ical standing not be quoted. 


This ruling, which is a step in the| quoting users regarding fuel sav- 


direction of limiting testimonials to 
their proper field, may seem to sup- 
port Mr. Durstine’s position that all 
testimonials eliminated. How- 
ever, it has been demonstrated time 
after time that a legitimate testi- 


be 


monial adds weight and power to|of 


advertising. If this is so, 


| counts. 


issue Of ADVERTISING] out of the picture? 


}employing them. 


‘famous slogan, “Ask the man who|story 


| monial 


| 
why | honestly recorded and honestly ad- 


should the testimonial, based on/|vertised 


Source Material 

What might be called the usual 
reaction from the tightened-up days 
of the recent war scare was this ad- 


oughly and as competently it| vertisement for an English adver- 


should be. The reason, it seems to 
us, lies less in the character of the | 
agency as the professional counselor 
on advertising than in the limited 
funds frequently available for re- 
search into markets and marketing 
procedures. 

As a matter of fact, many adver- 
tisers expect agencies to perform 
the market research function with- 
out additional compensation — thus 
adding a load which the agency 
cannot possibly carry. The result 
is that it is unable to provide the 
funds for the sort of thorough study 
which the situation justifies. This 
is not, however, the fault of the “Picture shows a copywriter from 
agency, unless it lacks the courage|T. B. Browne Ltd., of 163, Queen 
frankly to ask that the necessary | Victoria Street, at work. 
additional funds be provided. “When tackling a new sales prob- 

One other point which is worth lem, T. B. Browne have always be- 


as 


recent issue of 
You can see, 


in a 
Advertisers Weekly. 
we hope, that the photographic ma- 


tising agency 


terial consists of one nurse, one 
new baby, and one young man; the 
type above the arrow says: 


: ee ae =a . |lieved in getting down to funda- 
noting, too, is that if research is|mentals by first learning how to 
not to remain the exclusive prop-| use the product.” 


erty of big business and big adver- 


tisers, and is to play its part in Common Sense 
enabling smaller businesses to ad-| As is so often the case when com- 
vance as rapidly as their larger munity or cooperative advertising 
competitors, costs must be kept is being done, special interests are 
within reasonable limits. This is making life hard for those charged 
, ; . with spending the Florida citrus 
not an impossible requirement, for, money. The latest suggestion is 
as Dr. Gallup has so convincingly | that $50,000 be taken out of the 


demonstrated through the Ameri-| budget to be spent in Florida news- 
can Institute of Public Opinion, it| papers. That is why an editorial in 
isn’t the number of interviews but|the Tampa Times on the subject 
the character of the sample that| Struck us as such good sense. In 
part, it said: 

“Even though this newspaper 
|probably would receive a substan- 
| tial part of the proposed $50,000 
| advertising fund for Florida, we do 
inot believe that any such sum 
should be spent within the state at 
the present time. If our citrus 
is to hold its own in the North and 
East and help create new consum- 


experience, and properly 
authenticated, be ruled completely 


Testimonials in advertising have 


. |ers, careful expenditure of large 
been sadly abused. Many esti- : woe B 
te | , pe Fee sums for advertising there, plus 
als ave . 5 ¢ rertis J . : 
moniais have brought advertising | modern marketing methods, is 


necessary Until the situation 
outside of Florida is well in hand, 
we believe that no large sum should 
be diverted for expenditure’ in 
Florida a 


to the advertisers 
But it still re- 
mains true that in its proper place 


the honest testimonial is a power- 


ridicule 


Debauchery a adati 
Should Iron Fireman, for ex- rY nd Degr dation 


ample, be denied the privilege of | the Bureau of Advertising, 409 Re- 


|public bldg., Houston, Tex., 
result of employing|a copy of an open letter to all re- 

Advertising’s most|ligious papers, based on the recent 
in these pages reporting the 
is an implied testi- laction of Tennessee Baptist As- 


the 


stokers? 


ings 
thei: 


as 


owns one,” 


1 $25,000,000 drive ig i ; 

testimonial, not destroy the record os 00,000 drive to fight liquot , 

versonal experience which i save Sor some time had in 
> . é > >)" , 7 a) y . Ss . 

I I |mind that such a movement shou 


|}work along that line,’ Mr. Hill 


From Wycliffe Hill, manager of 


comes 


| |alY 
/ 
—VL/ / 


LF 


—Mill Supplies 


SHIPPING DEPT 


"| don't care how you did it at the Bide-A-Wee Gift Shoppe!" 


Ad-libbing 


writes to the religious press. ‘‘Cer- 
tainly there should be laws enacted 
which would prohibit the use of 


| so-called sex appeal and of pictures 


of young women, to promote the 
sale and consumption of liquor. The 
employment of women to serve it 
should also be barred, I believe. 

“Another thing; something should 
be done to put a stop to the use of 
the motion picture drama as liquor 
propaganda. Hardly a motion pic- 
ture play now shown does not con- 
tain scenes in which it is made to 
appear a ‘sporting thing to do’ to 
serve liquor or proffer cigarettes to 
young people. This is particularly 
offensive to me as I am a former 
motion picture producer and staff 
studio continuity writer and can 
quickly ‘spot’ the kind of propa- 
ganda that is contributing much to 
the debauchery and degradation of 
young people. 

“Several years ago I wrote and 
published a small book entitled, 
‘Debauching Miss America’ which 
was an expose of the finally effec- 
tive campaign of cigarette manu- 
facturers to make cigarette fiends 
of our young women and to other- 
wise destroy their modesty and self 
respect.” 


Hoosier Promotion 

Down in Indiana the Indianapolis 
Star felt that something should and 
could be done to improve—even if 
it was already good—the quality of 
local retail sales effort. Putting 
this thought into action, the paper 
presented local merchants and their 
employes with a_ sales training 
clinic that had no strings attached, 
meaning that none had to buy space 
to gain admittance. 

Merchants saw two training films 
borrowed from Marshall Field & 
Co., and then asked that they be 
shown to their clerks, who thought 
they were swell. Don Hays, display 
manager, and Richard Harding, 
promotion manager, who were in 
charge, claim that a world’s record 
was set by the promotion: nary a 
line about this event was printed in 
the paper. 


Jottings 

Coming events cast their shadows 
before, said Lucky Strike. And a 
recent Cosmopolitan mailing piece 
Says it’s 41 years before in the case 
of the Orson Welles-War of the 
Worlds excitement. For Cosmo- 
politan printed the story in 1897... 

Which brings us, following a per- 


fect non sequitur, right to the mod- 


|est edition of Goulds Pumps house | 


|organ, celebrating the company’s 
90th anniversary, and the friendly 


The task is to kill the fake | S°ci@tion in urging establishment of |“Jetter to the editor” from G. W. 


|Cramer, sales promotion manager, 
| which accompanied it. “We claim 


most beautiful bouquet .. . 


~ 


=e 


Information 
for 
Advertisers 


The following documents may by, 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agenc, 
executive writing on his busines 
letterhead. 


No. 1435. Who Reads The Iron Age 


In this analysis, The Iron Age 
classifies its readers according 
groups of related manufacturers 
The study provides a cross-sectio; 
of the publication’s readership jy 
machinery, metal goods, shipbuild. 


ing, automotive and many othe: 
fields. 
No. 1436. Dominating the Ric’ 


Washington Area. 


Radio station WJSV has issued 
this brochure which maps th 
Washington trading area, compris. 
ing the District and 14 counties of 
Virginia and Maryland, and shows 
the station’s coverage of the mar- 
ket. 


No. 1437. 
1938. 
Fawcett Publications, Inc., has 

issued this new study of the circu- 

lation of Fawcett Fiction Unit, Faw- 
cett Screen Unit, Fawcett Women’s 

Group, Fawcett Men’s Group and 

Mechanix Illustrated. U. S. circula- 

tion is shown by population groups, 

states, counties, and cities over 2,- 

500 population. Canadian circula- 

tion is shown by provinces, and for- 

eign, by countries. 


Circulation Analysis, 


No. 1438. People Make a Market 


This study of the nine-county 
Cedar Rapids market and its people 
has been issued by the Cedar 
Rapids Gazette. It tells the story 
of the area’s population, agricul- 
tural and industrial setup, retail 
sales, banking activity and othe: 
market indices, and outlines the 
paper’s coverage. 


No. 1439. Market Patterns in Eight 

Large Cities. 

The Curtis Publishing Company 
has issued this study, which is based 
on the government’s Consumer 
Purchase Survey. The data has 
been projected to cover the incomes 
and expenditures of all families in 
the eight largest cities studied in 
the survey: Chicago, New York, 
Providence, Atlanta, Columbus, 
Omaha, Denver and Portland, Ore 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribu- 
tion. In addition to a brief history 
of Simplicity’s Prevue and its wo- 
men readers, and a breakdown of 
Simplicity’s coverage, the book 
gives comparisons with the circula- 
tion of other leading publications 
by states, cities, etc. 


First Prevue Circulation 


No. 1420. The Cards are on the 
Table. 


It is estimated that more than tw° 
billion dollars are spent annually fo! 
street, highway and bridge construc 
tion and maintenance, according “ 
this brochure issued by Roads and 
Streets. Where this money comes 
from and details of its expenditure 
for materials and equipment arf 
discussed, followed by an outline o 
the publication’s editorial policy "4 
coverage of the market. 


No. 1433. How Over 5 Billion Dol- 
lars Were Spent by Farmers *" 
Washington, Idaho, Oregon. 
This Northwestern farm market 

study, based on annual surveys 


‘from 1924 to 1938, has been issued 
by Pacific Northwest Farm Tri° 
Farm income and expenditures 4T 


: Id|no records of any kind,” says Mr. | tabulated, with percentage of bra? 
be nationwide, and have done some | Cramer, for which we toss him our | preference shown for food, clothiné: 


drug and miscellaneous products. 
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What would you do with a load of Guano? 


| The other day an agronomist told us something No market proves this more clearly than Los Angeles, 
> rather interesting about how he uses guano. where you may advertise in up to five papers to reach 
“Plowing guano into weak soil doesn’t pay,” he the entire market—the good and the bad. Or you may 


° wu . . ! 
said. "2 takes too much—cnd quane is expensiver use The Times and concentrate on those families that 


“I use it only on my best land, where it increases 


my crop by a worthwhile amount — and shows a possess two-thirds of this county's one and a half billion 


profit.” dollar annual income. 

It seems to us that advertisers, like our agronomist, Why not confine your Los Angeles advertising to 
must closely reckon the cost of results. Because advertis- this fertile group? Last year more than one-quarter of all 
ing also is expensive. In fact, we've noticed it's when an advertised products appeared exclusively in The Times. 
advertiser attempts to cover too much—all the poor spots Write our National Advertising Department for further 
as well as the good—that he usually complains about the information. Or phone Williams, Lawrence & Cresmer, 
cost of making sales. Inc., New York, Chicago, Detroit or San Francisco. 
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Largest morning circulation in the West [a / Met 
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Studebaker Chief 
Sees Legislation 
Running Amuck 


Raps Business Men 
Who Must Have Prop 
to Survive 


New York, Dec. 8. 
should welcome laws designed to 
protect labor, and _ should fight 
with all of its 
strength, gov- 
ernment _inter- 
ference with 
business 
through price 
and production 
control meas- 
ures and licens- 
ing laws. 

Paul G. Hoff- 
man, president 
of the Stude- 
baker Corpora- Paul Hoffman | 
tion, brought this message today to | 
Wall Street, represented by the 
Bond Club of New York. The auto- | 
motive executive paid his respects 


terms. 


to vociferous minorities in om 


“Tf a business man needs an um- | 
brella to protect himself against the 
impact of competition,” said he, “he | 
isn’t a business man—he is a polit- | 


ical racketeer. When he requests 
special privilege, he is attacking 
free enterprise. It is an act of | 


treachery and business suicide as | 
well, because special privilege is an | 
invitation to governmental control, | 
and no business can long survive | 
bureaucratic domination. 

“If we wish to pass down to our | 
children our heritage of free enter- 
prise under which America has be- | 
come the greatest nation in the | 
world, let us go to Washington for | 
one purpose and one purpose only | 
—to insist that free enterprise be | 
kept free in America.” 

Mr. Hoffman said that the Guf- 
fey-Vinson act, establishing 
and production controls in the coal 
industry, is nothing less than 
cism The 
despite its pleasant name of “fair 
trade,” he views as price fixing. 
Licensing laws which have crept 
into the automobile business in four 
states, he declared, now give polit- 
ical authority the power to say 
whether or not an individual Amer- 
ican citizen can go into business or 
stay in business. Such laws consti- 
tute a threat not only to the auto- 
motive industry, but to all others, 
he said. 

Mr. Hoffman 
as favoring protection of labor 
through legislation, pointing out 
that it is the only way in which all 
employers can be persuaded to give 
labor a fair deal, and the only way 
in which the generous employer can 
protect himself from the cut-price 
competition of the chiseler. 

“It is the responsibility of busi- 
ness management to be decent and 
friendly with its employes—not be- 
cause of altruism, but because it is 
good business,” he said. “It is an 
important part of management's job 
to establish employment and to pay 
the best possible wages because it 
is good business to do so 

“All decent management should 
welcome laws placing on all indus- 
try the obligation of workmen's 
compensation, unemployment in- 
surance and old age pensions 

“Further, John Q. Worker is en- 
titled to join a union or not join a 
union, a he please 
must meet his representatives in a 
sympathetic spirit, and make a sin- 
cere effort to find the right answe1 


fas- 


expressed himself 


Management 


to the problem presented. We must 
work together and we must make 
collective bargaining work, thu 
taking industrial relations out of the 
realm of politics. This is important 


to management, but 
important to labor 


Wage fixing IS as 


vastly more 
Governmental 
great a menace to 
the freedom of workers as govern- 
mental price fixing | 
prise.” 


to tree enter! 


Business | 


price | 


Miller - Tydings act, | 


000,000 national campaign. It fol- | Powell to Riggs Optical 


lowed | a similar, although less | Harry Powell has been appointed 
extensive test made in Peorta | art director of Riggs Optical Com- 


Laundry Institute 

Scans Results of ie Cleveland F | pany, Chicago. He was ——- 
| The evelan campaign WaS| with’ Swan Studios, Chicago, an 

Cleveland Test financed by 70 laundries at an esti- tte a ony 


with the Des Moines 
ee - + — ,|mated expenditure of $25,000. It| Register and Tribune. 
Chicago, Dec. 7.—Results of the included newspaper, radio and pos- | 


Gets Dwarties Wheatmix 


test campaign completed this week | woes ea a 

‘in the Cleveland area by the Ameri- aw advertising. 

can Institute of Laundering, Joliet, Jones Joins Institute Re Fm gee Cops, Cote 
., were being studied here today | : a ; ci uffs, Ia., manufac 

= Pepe the institute and Bat. George H. Johnson, general man-| Dwarfies Wheatmix, break fast 

ten, Barton Durstine & Osborn, the |28er of the Institute, this week | cereal, has appointed Vanderbie & 

rete rw charge . ‘announced the appointment of Paul} Rubins, Chicago, to handle its ad- 

-— main reported that a definite an- M. Jones as manager of the depart- vertising. 

nouncement as to future expansion | ment of advertising and Loreto : 

of the campaign would be available | Mr. Jones was formerly associate Opens N. Y. Office 

in two weeks. | with the textile approval ore Household Science Institute, Chi- 

| Launched 20 weeks ago, this drive,| of the Institute in New York, and/ 459 has opened a branch office at 

covering 33 Ohio counties, was pro- prior to that was an account execu- | 950 Park avenue, New York. Mad- 

| jected as a preview of a possible $1,- tive with Byron G. Moon Company. |alyn R. Dean is in charge. 


| 


T may never have occurred to you that Country Gentle- 
man has a beauty page for women. It almost certainly 
wouldn’t occur to you that this department would be one of 


the magazine’s leaders, month after month, in the volume of 
fan mail it draws. 


But that’s exactly what happens... and the reason points 
a moral that you probably ought not to miss. 


The reason itself is simple. All women want beauty...and 
Ruth Hogeland does a remarkably effective job of helping 
them find it, and does it in a remarkably effective magazine. 


with... it gets results 


Primarily a writer of insight and power, Miss Hogeland 
is also a licensed cosmetician in two states because she 
wants more than a second-hand knowledge of what she 


— 


King Forms Agency 

| Wallace W. King has formed hig 
/own advertising agency at 652 Clig. 
/ton avenue, Clifton, N. J. The tele. 
|phone number is Passaic 2-8439 
| George H. Bailey will be associate 
| with him. 


“Baby Talk” Moves 


Baby Talk Magazine has moveg 
its advertising headquarters from 
Elmhurst, L. I., to 424 Madison 
avenue, New York. George Gar. 
‘land is advertising manager. 


Schwartz Joins Sattler 


Jane Schwartz, formerly of the 
advertising department of the Ney 
York Times, has joined Walter T 
Sattler, Inc., New York, as account 


executive. 


writes about. And as usually happens when people can 
write, and know what they’re writing about, her job 1 
widely known as outstanding in its field. 


Sometimes her page deals with the proper feminine state 
of mind for the achievement of feminine beauty. Other 
times (and more frequently) it deals with the proper state 
of bathroom shelf and dressing table and discusses oodles 
of merchandise. But always and no matter what it deals 


Just as everything editorial in Country Gentleman’s his 
tory has always gotten results. Note the health crusades of 
Paul de Kruif. The introduction of the epoch-making gras 
called Lespedeza. The late-famed article on the cotton 
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‘on 1939 expenditures,” 


Mr. Need- | | the thinking of the “man th ; M 
‘39 Appropriations | ham reported, “but the jam seems | ' street.’ om Lightfoot in N. Y. 
to Be Larger _to be broken now and indications | 
a < ¢ 


/are that most budgets will range | 


cities, 68 per cent of these “ordi- 


In the first check, made in 11 trial promotion and public relations 


service, has established executive 


Needham Reports from 10 to 35 per cent above 1938|D@ary folks” reported their belief |eadquarters at 342 Madison ave- 


levels. 
Chicago, Dec. 6.—Confidential re- | 


at' 


annual billing indicate that 1939 ap- | €xPenditures, 


those for 1938, Maurice H. Need- | 1938 levels.” 
1am, president, Needham, Louis & 


pers Association and the Dotted checks which he plans to 
Line Club yesterday. 


al of next year’s appropriations | ties. These are not 


we have ever seen before, |studies, he emphasized, but merely | 
many accounts just getting set|an attempt to get a little close to 


‘ating Pink Bollworm...The whole glittering, high-stacked 
list of cases that make up this magazine’s record for never 


having failed to get action for the ideas sponsored by its 
page s!/ 


When you remember that the magazine this happens 
‘nN has a present circulation of 2 million families who are 
‘ot too well reached by other influences, and who are 
lmighty well-reached by this one .. . your moral almost 
Writes itself. 


Power to move people means power to move goods... and 
s°0¢s moved to these people automatically return fatter 
Profits than goods expensively moved to below-cream-line 
families in big and over-sold cities! 


that business will be better in 1939,|nue, New 
and 20 per 


“In our own shop, appropriations igen 2) 
DP, approp |‘ ‘much better’, 15 per cent expect | president; 


orts for seven important agencies | Of eight clients are to be raised dur- 
ounting for at least $75,000,000 in | ing 1939, while three plan smaller | 
none of which will | 
ropriations will be greater than | |represent any substantial cut from 


Mr. Needham also reported on the Changes Roto lssue Date 
Brorby, told the Chicago Business| results of the first of a series of | 
the rotogravure weekly magazine | 
section of The Christian Science | 7 : 

|Monitor, Boston, will be published Shaw Resigns Agency 
|Saturdays instead of Wednesdays. 
| The last Wednesday issue will be | president and in charge of radio at 
Feb. 8 and the first Saturday issue,| McCann-Erickson, New York, has 
Feb. 138. resigned effective Jan. 1. 


|}among “ordinary folks” in a num- 
“Our check indicated later ap-|ber of Middle Western communi- 
statistical | 


York. Newly 
cent expect it to bej|executives are Milton Stern, vice- 
Walter Wagner, treas- 


|little change; 11 per cent expect a/|urer, and Marie Hughes, secretary. 
|decline; and 8 per cent are un- 
certain. 


Silver to Blaker 


—-_ a | National Silver Company, New 
York, has placed its advertising 


with the Blaker Advertising A r 
Beginning the week of Feb. 13,|New York. mane RGaeY 


Donald S. Shaw, assistant to the 


eae a) | 


COUNTRY 
ENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


~~ EH 


Lightfoot Associates, Inc., indus- | 


elected | 


Edward Scriven 


Scriven Leaves 


BBDO for Nielsen 


Executive Post 
Chicago, Dec. 6.—The A. C. Niel- 


/sen Company today announced ap- 
|pointment of Edward Scriven as 
| vice-president. Mr. 
| been head of the market and plan 
|board of Batten, Barton, Durstine 
|& Osborn here for the past three 
| years, serving additionally as of- 


Scriven has 


fice manager and contact executive. 

Mr. Scriven will devote his atten- 
tion in the new post to the Niel- 
sen food and drug index, the liquor 
index and the impending radio in- 
dex, it was disclosed. 


Active in the AMA 


Well known in distribution and 
market research fields, his business 
affiliations prior to BBDO include 
Lord & Thomas, the Kellogg Com- 
pany, Buick division of General Mo- 
tors Corporation and the Market 
Research Corporation of America. 
He is vice-president and a director 
of the American Marketing Associa- 
tion. 

His headquarters will be in the 
home office of the Nielsen organiza- 
tion here. 


Greenbelters 
Move to Take Over 
Full Management 


Greenbelt, Md., Dec. 6.—The final 
step in making Greenbelt America’s 
first complete cooperative commu- 
nity approached completion last 
week when residents began to sub- 
scribe to ownership shares offered 
by Consumer Distribution Corpora- 
tion, which launched the experiment 
last year with the assistance of the 
federal government. 

In response to the first call, 217 
shares were taken up by 195 resi- 
dents. Stock sales will be continued 
until at least half of the 900 Green- 
belt families subscribe. Shares sell 
for $10 each, and may be purchased 
at $1 down and $1 a month. The 
local enterprises will continue to be 
operated by Greenbelt Consumer 
Enterprises, a subsidiary of Con- 
sumer Distribution Corporation, un- 
til the required ownership distribu- 
tion is achieved. 

The business life of the com- 
munity includes a grocery store, fill- 
ing station, drug and variety store, 
barber shop and theater. 


Lady Luck Names Rankin 


Lady Luck Premium Corporation, 
New York, has named William H. 
Rankin Company, New York, as 
advertising and publicity counsel 
for its premium coupons used by 
more than 200 retailers. William 
H. Rankin, Jr. is account executive. 


Salkin in New Post 


Saul Salkin, with Hearst publica- 
tion for five years and later pro- 
motion manager of Standard Food 
Products Company, New York 


|liquor wholesaler, has joined the 


advertising sales staff of Liquor 
Publications, New York. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Better Art Called 
Vital to Sales Success 

To the Editor: I greatly appre- 
ciate your kindness in building an 
editorial around my recent letter, 
but I think it is unfair to me in 
leaving out my arguments for the 
use of better art, design, color and 
typography in advertising. Those 
who read your editorial will un- 
doubtedly think that another so- 
called “long-haired” artist is raving. 

Let me review my recommenda- 
tions for the cause of advertising as 
a business: 

Better Art—The public appreci- 
ates art well done. If the painting 
of the “pretty” girl was of museum 
quality it would attract more atten- 
tion, possibly be cut out and framed. 
If still life paintings of hams and 
other food products were as mar- 
velously done as the great still life 
paintings which are in the perma- 
nent collection of the Metropolitan 
Museum, these pictures would de- 
mand as much respect and admira- 
tion from the public as well as 
being worthy of being collected for 
posterity by museums. Please un- 
derstand that I am not asking for 
the removal of the present style of 
advertising art—I am asking that 
it be made better. From the stand- 
point of cold-blooded business good 
art will sell more beans than poor 
art. 

Good Design—Good design is 
simply organization. The making 
of a thing orderly to make it more 
efficient. A good designer can make 
an ad “feel” good or healthy. He 
can make it “feel’’ dangerous. Each 
depending upon the copy slant. 
Good design is the arrangement of 
illustration and copy to pleasantly 
attract and hold attention. I said 
“pleasantly.” The present standara 
is to catch attention by irritating 
(bad psychology in any form of 
selling). A simple illustration of 
this essential to good advertising 
can be found in landscape garden- 
ing. A gardener can hack a tree 
into horrible shapes and attract the 
passerby or he can trim it into a 
“designed” form (done a great deal 
by Englishmen) and still attract the 
passerby. Good design will sell 
more beans than sloppy layout. 

Good Color—Medical science has 
found that different colors stimulate 
different reactions in patients. Bad 
color and bad lighting can cause 
illness or impair the eyesight. Light 
and color are about the same thing 
in that color is a part of light. As 
a colorist I know that a certain 
color will fit only a certain copy 
slant. I also know that a misuse of 
color will combat and sometimes 
defeat the copy approach. Would 
not the scientific application of 
color for advertising be better than 
the present methods of “guessing?” 


Good color will sell more beans 
than poor color. 
Good Typography—Good typog- 


raphy is simply the setting of type 
so that it can be more easily read. | 
So much of the present advertising | 
is planned by layout men who have 
no knowledge of the function of 
type that the final result defeats | 
readability. A jumble of either 
different type faces, too many sizes, 
or both, not only discourages read- 
ing but is definitely hard on the 
eyes. Good typography is simply 
good taste in the arrangement of 
type. In fact, the main reason that 
present-day advertising is in bad 
taste is that it consists of a bad 
application of art, design, 
typography. 


color and 


I have never let my enthusiasm 
for good art overbalance its practi- 
cability I fully realize that mer- 
chandising comes through an analy- 
sis of the buying public. I believe, 
however, that merchandising cannot 
reach perfection unless everything 


that contributes to its 
is carefully studied 


functioning | 


and applied In| 


ORDINARY 
VAULT BASE 
* 


AP 1D DIFFERENCE. 


"GALION” FOR EVERY (H#COmME GROUP 


Letters are welcome. 


HUMOR AT JOURNEY'S END 
IN BURIAL VAULTS, TOO 


2 There’s a Difference 


view of this simple truth, present- 
day advertising is not as efficient as 
it should be and therefore is not the 
good business that it could be. 
DALE NICHOLS, 


Chicago. 
v v v 
Alert Advertiser 
To the Editor: The ad shown 


here gave so much fun to so many 

people that I am sending it to you 

thinking you may be interested. 
We ran it in the Post-Messenger. 


Nov. 3, in an issue crowded with 
appeals for votes from legitimate 
candidates. The result was that 


people stopped to chuckle and then 
turned to the telephone. 

“Shorty” says that his phone was 
busy for three days afterward with 
calls from people who said: “I’m 
going to vote for you, Shorty. Come 


up and get my suit.” He calls it, 


the “most effective 
ever used.” 

The real laugh for those of us 
who had something to do with the 


advertising I 


VOTE FOR 


Clean Politics | 
AND | 


Clean Clothes 
RETAIN 


C. D. Bourdaghs 
AS 
Washington County 


Dry Cleaner 


ee 


PAID aOv—% 


. od ater 
«) Sentiened try Guat the Caner 
~ hehe aa anioe 
writer om . ve rig? 
e thet = tee fr" 
copy was that “Shorty’s” name 


appeared on half a dozen ballots 

people wanted to elect him mayor 
or councilman. But it 
than good advertising to 
He told me the other day 
was going to charge it up to his 
entertainment fund that 
couldn't pay for such a combination 
of advertising and fun 


Was more 
“Sho ty 


Dick JONES, 
Post-Messenger, Stillwater 


Minn. 


YSL) GCALION Ca “nM AND) PRE MIDI Ss AtLts 
mate oy 1? re ase ‘Sh ws sine Alt ttese 
ste Kes COs) NO MOE 
sold One Pie or oderun Mate om. 


© Made aot 19 and Meo 


“Goi 


| asked the essential question: 


‘ Th HM SATION | 


THE GALION METALLIC VAULT CO. 
GALION, OHIO 


Funereal Fun 
To the Editor: 
considerable humor in advertising 
but heretofor have you seen humor 


in anything as grave as a grave 
vault? 
We produced ae folder’ with 


humorous cover on the New 100 Per 
Cent Non-Imbedding vault base for 
our client to distribute at the recent 
National Funeral Directors’ Con- 
vention in New York. 

A large oil painting with the 
same humorous illustration and 
caption was displayed. A spot of 
fun in a sea of gloomy displays 
(vaults, caskets, burial gowns, am- 
bulances, embalming fluids, cos- 
metics and instruments) attracted 
considerable attention and comment 
—it was more than well taken. 

The accompanying 
business paper advertisement again 
plays up this humorous (but to the 


| point) illustration. 


| 


|ing nudes 


| Company, we 
jassignment of 
| positive 


» | ber, 


that he | 


money | 


We hope that you feel as we do, 
that there is a little news in being 


funny with funeral supply adver- 
tising. 
A. WARD PALMER, 
Coleman Todd & Associates, 
Mansfield, O. 
’ ’ v 
Shocks the Trade 
Into Action 
To the Editor: Your recent re- 


production of several layouts show- 
used in business paper | 
copy brings up an experience we | 
have had which emphasizes the | 
value of such appeals. 

In sketching a 
program for 


merchandising 
Hamilton-Brown Shoe 
were faced with the 
establishing quick, 
communication with shoe 
behalf of a manufac- | 
| turer which once was an undisputed 
\leader in its field, but which had 
slipped considerably in recent years 
Our campaign, begun in Septem- 
was frankly calculated to shock 
dealers into attention Readers of 
|shoe business papers were greeted 
with a spread dominated by a 
|}young lady in the scantiest of 
scanties, apparently receiving an 
invitation. The headline said: ““How 
to Avoid No for An Answer.” Copy 
developed the theme that custom- 
ers nevel down the 


retailers in 


turn retailer 


We have all seen 


December | 


written. 


|Mullin, New 


who offers Hamilton-Brown quality 
and style. 

Subsequent insertions continued 
to feature the undraped miss. The 
announcement of the spring line, 
incidentally, employed five half- 
pages immediately following the 
regular spread. 

Apparently our “shock” tech- 
nique is having the desired effect, 
for wherever shoe men_ gather 
these days Hamilton-Brown is a 


foremost topic of conversation. 
PuHILip A. SCHAEFER, 


Jimm Daugherty, Inc.,_ St. 
Louis. 

_ a. 
Charges Copy Lacks 
Imagination | 


To the Editor: The evaluators, 
when appraising an ad, inquire into 
its sex, its news, its drama, its per- 
suasiveness, its action impulse, its 
this and its that, but so far no one 


Does the ad show any IMAGI- 
NATION? 

If anybody has been curious or 
worried over this vital element in 
advertising, certainly the worry 
hasn’t borne much fruit. Where 
are some of the ads that contain 
any imagination? What publication? 


What date? What page? 
JAMES T. MANGAN, 
Advertising Manager, MiAills 


Novelty Company, Chicago. 
=. 


Patriotic Copy 
To the Editor: 


In the thought 
that you may be interested in a 
new theme which Spalding is ex- 
pressing in its advertising in na- 
tional consumer sports publications, 


\poRTS & SPALDING 
Democracy 


Wry Sracorse’s was ewramiesmen ty 1876, the frontier still domi- 
noted American hfe, contributing capable lesdersbep and that deep 
wens of far play which are the essences of our democracy Thet year, 
bile crow de vo the East attended the fast National League baseball 
* 0 the lonely Dekots country General Custer made his 
against the Srous 


THER PasseD from our life and men and women ob- 
tamed more bemure, athletic sports began to develop. Widespread 
oterest in sports of all kinds, and participation by young and old 
of all classes, in peculiarly American. We ot Spalding’s who have 
eowmted in the introduction and development of tennis, golf, end 
other adult games. as well as scholastic and professional sports bhe 
and besebell, are proud of our contributian For we feel thet 
the sports of everyday life are serving the interests of democracy 
the frontier did before them, by continuing to develop 
leadershep and few ploy 


SPALDING ® DOES NOT REST ON Past PeRronmance To the trade 
ond pubbe abilte 1 pledges « continuance of its pole y of anticipating 
the public's weeds and desires as well as the maintenance of the 
highest standards in its products. By ao doing. Spelding’s feels that 
it te serving the imterests of demorecy as well se fullilling ite obli- 
gations to the publee 


AG Gpaliling + bees 


ATHLETIC EQUIPMENT 


we are sending you a reprint of an! 
advertisement, “Sports, Spalding | 
and Democracy,” which is appear- 
ing currently in this group. 
Particularly in times like these, | 


|a reappraisal of the place which | 
|a product, a firm, or a service occu- | 
|pies in relation to the basic phi- 


losophy of the country of which it} 
is a part, has, we think, a definite 
value. 

It is with this thought in mind| 
that this advertisement has been 


T. H. STEVENSON, 
Advertising Manager, A. G. 
Spalding & Bros., Chicopee, 
Mass. 


> wae 


Mullin’s Score 


To the Editor: Following up| 
your well-reported commentary of 
Oct. 17 on the fine work of Willard 
York World-Telegram 
sports cartoonist, in predicting foot- 
ball scores for our Gilbey’s Spey- 
Royal Scotch Whisky newspaper 
series, we thought you might be in- 
terested in his record for the sea- 


son. 
Mullin’s almost | 


none | 


accuracy was 
perfect. Out of seven games 
of which was a set-up—he drew 
six wins, one tie. We think that’s 
hitting them pretty close 
Charles E. Patrick, 

Castleman & 
New York 


3ermingham, 


Pierce, 


SALUTE 
to NEW 


advertisers 


who helped make 
1938 a RECORD YEAR 
for WFBR 


Here are the NEW 
NATIONAL ADVERTISERS 


(non-network) 
whose business, 
added to renewals 
by old advertisers, 
gave WFBR a record 
volume in 1938! 


Assn. of Pacific Fisheries 
Axton Fisher Tobacco Co. 
Baume Bengue 

Bell-Ans 

Boscul Coffee 


California Walnut Growers’ 
Assn. 


Florists Telegraph Delivery 
Assn. 


Groves Laboratories, Inc. 
Hinds Honey and Almond 


Cream 
Holland Furnace Co. 
Hudson Terraplane Sales 
Corp. 
Johns Manville Corp. 
Manhattan Soap Co. 
Maytag Company 
Nucoa 
P. Lorillard Company 
Pecan Feast Candy 
Peter Paul, Inc. 
Quaker Oats Co. 
Quinlax 
Remington-Rand 
Rit Products Corp. 
Winston Dictionaries 
Zonite Products 


Plus-- 
86 
NEW 


local 
advertisers! 


NATIONAL REPRESENTATIVES << 
EDWARD PETRY & CO. ——— 


ON THE NBC RED NETWORK 


OL ————— 
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ABC Directors 
Drop 20 Per Cent 
from Map Plan 


Also Make Start on 
Study of Audit of 
Reader Interest 


New York, Dec. 7.—In order to 
make visualization of circulations 
more acceptable to newspapers, the 
board of directors of the Audit 
Bureau of Circulations, meeting 
here last Friday and Saturday, 
voted to abandon the specific 20 
per cent coverage plan discussed at 
the annual meeting, at the same 
time defeating a proposal to aban- 
don the map idea. 

The board declined to grant the 
newspaper division an additional 
director; approved a plan for bien- 
nial auditing of weekly newspaper 
circulations; and _ instructed’ the 
managing director to carry out the 
intent of a resolution adopted by 
the advertiser division at the Chi- 
cago convention. This resolution 
asked that some study be made of 
what is being done in auditing 
reader interest, with the idea of de- 
termining whether it is practicable 
for the bureau to embark upon such 
a qualitative project. 

The plan discussed at the annual 
meeting provided that publishers’ 
statements should contain a map 
showing all counties in which the 
newspaper had circulation amount- 
ing to 20 per cent of the popula- 
tion. With the deletion of the 
specific figure, the plan will be 
turned over to a committee to be 
appointed by the ABC president for 
further consideration and improve- 


ment. Agencies and advertisers 
generally have voted in favor of 
the basic idea. 


No More Directors 


The newspaper division’s request 
for the addition of one more mem- 
ber to the board of directors was to 
provide representation for papers 
of more than 100,000 circulation. 
The board regarded this proposal 
as impracticable. It was asserted 


during the discussion that if the 
principle of comprehensive repre- 
sentation of all classes within a di- 
vision was recognized, other di- 


visions would have to be accorded 
similar privileges. Then, in order 
to preserve the balance between 
buyer and publisher divisions, still 
further additions would be _ re- 
quired. 

The board expressed sympathy 
with the newspapers’ problem, but 
said that the newspaper members 
are ably and adequately represented 
at present. It expressed confidence 
that the newspaper division can 
solve the question within itself 
without imposing a major problem 
on the bureau as a whole. 

Weekly newspapers with circula- 


oe evny Advertising Man 


Know / 


42 different types of 
merchandising and 
resale helps produced by 


“US” Cover YOUR Sales- 
Spot requirements 


For action at point-of-sale . . . 
for sales-spot materials . 

for tie-ups with consumer ad- 
vertising, call a “US” Repre- 
sentative, 


Our Products Help Sell 
Your Products 


The UNITED STATES PRINTING and 
LITHOGRAPH DIVISIONS 


COMPANY and 
WOME OFFICE: 320 BEECH STREET, CINCINNATI, OHIO 


tions of not more than 4,000 will be 
audited every two years, the min- 
imum dues having been reduced to 
$26 a year. These weekly papers 
are to file regular publishers’ state- 
ments every six months. 

The board rejected a _ proposal 
from a farm paper publisher that 
distribution by states be shown be- 
fore deductions resulting from veri- 
fication letter tests. The board 
also decided to make no change in 
the present method of showing un- 
paid distribution. A suggested 
change in the three-month arrear- 
age rule was also rejected. 


Additions to Bureau 
New members of the ABC were 
announced as follows: 


Advertisers: United States Steel 
Corporation of Delaware, Pitts- 


burgh; Pure Oil Company, Chicago. 
Local advertisers: R. H. Macy & 
Co., New York; Bloomingdale 
Bros., New York. 
Advertising agency: Sherman K. 
Ellis & Co., New York. 


Other New Members 


Newspapers: Telegraph, Dixon, 
Ill.; Reporter, Dover, O.; Journal, 
Macomb, IIl.; Producer, Seminole, 
Okla.; Delta Star, Greenville, Miss.; 
Star-Journal, Flushing, N. Y.; Eve- 
ning News, Santa Cruz, Cal.; North- 
ern Virginia Daily, Strasburg; 69th 
Street News, Upper Darby, Pa. 

Magazines: Click, Chicago; Na- 
tional Historical Magazine, Wash- 
ington, D. C.; Golf, New York. 

Farm paper: Arkansas Farmer, 
Little Rock. 

Business papers: The Pilot, Glen- 


dale, Cal.; Southwest Insurer, Dal- 
las, Tex.; Confectioners Journal, 
Philadelphia. 


Tre-Jur to Dreher 

The House of Tre-Jur, Inc., has 
appointed E. A. Dreher, Jr., Mer- 
chandising Agency, Newark, to de- 
velop and merchandise products to 
be sold exclusively through syndi- 
cate stores. One of the first prod- 
ucts to be released is Essence of 
Black Gardenia. 


Woodruff Appointed 


Jim Woodruff, formerly general 
manager of Station WRBL, has been 
appointed executive director of the 
Georgia Broadcasting System, which 
consists of Stations WBRL, Colum- 
bus; WATL, Atlanta, and WGPC, 


I; IS A GROUP that meets monthly 


Albany, Ga. 


New Jersey to Launch 
National Campaign 


The 1939 All New Jersey Indus- 
trial Development advertising cam- 
paign will be launched this month, 
using animals as illustrations in the 
copy. 

Magazines on the schedule are 
Business Week, Fortune, Newsweek, 
Scribner’s and Time, as well as New 
York Times and Philadelphia In- 
quirer. Charles Dallas Reach Com- 
pany, Newark, is the agency. 


Gets Valdor Laboratories 


Meldrum & Fewsmith, Cleveland, 
has been appointed to handle ad- 
vertising and merchandising of Val- 
dor Laboratories, French manufac- 
turer of Guitare lipstick and other 
cosmetics. Newspapers, magazines 
and radio will be used. 


to consider the same issues of personal and public interest, to apply the same stimulating 


new philosophies to home-making enterprises—to take away the same inspiration for 


living into their homes and their daily lives. 


It is the largest assemblage of women in America. Statesmen, business men, 


advertisers are seeking their approval and co-operation more and more. Do you know 


what it is? WHAT CONSTITUTES THEIR COMMON INTEREST? 


TURN THE PAGE 


| ee | —_ | i 
ao © 
Raa a 2 SE A ey Ae ts - 
Peete Bs oaks ge es ~~ i 
Barone inca 
| 34 cits ny Dt hy pil a 5 b's * a 
ReMi Ane en ie 
| Lys SA | St SiR a See wan aon _ 
3 Sd Bees ed phen NS ee 
BS ES ai ae ert a 

I bh ie e rt “4 1 3 de 
Y “po th ay . igh te Wy a A id 
yf ee ‘7 S ‘ ae Ch - 
ant oc oe igh “4 
ee ts ust 
i ’ a | iets " ne ’* ewe GLE GROUP Be a 2 
Ce Ge Se SIN iy ba 
oy a 
oN ey) he b Ya WODERN WOMEN Ny “A 
| — . — el 
—zlc( i‘ SH yniteD BY A a 
oe" REST? «= bee 
| ee 
ee 


18 


ADVERTISING AGE 


December 12, 193 


Philco Takes Over 
Fairbanks, Morse 
Refrigerator Unit 


Indianapolis, Dec. 8. — The rum- 
ored entry of Philco Radio & Tele- 
vision Corporation into the home 
refrigerator field was confirmed this 
week by an announcement that the 
Conservador division of Fairbanks, 
Morse & Co. will become a Philco 
unit on Jan. 2. 

Announcement of new Conserva- 
dor models is tentatively scheduled 
for mid-January and advertising 
plans are now being formulated. 
Phileo has acquired a lease on the 
Fairbanks, Morse __ refrigerator 


manufacturing facilities here, which 
will be operated under the manage- 
ment of W. Paul Jones, formerly 
F-M home appliance manager. 

“Philco’s program for entrance 
into the refrigerator field will be 
to first build a solid foundation,” 
said Larry E. Grubb, Philco presi- 
dent. “We believe that there is a 
definite place for us in the indus- 
try with a quality refrigerator 
product backed by the sound mer- 
chandising for which Philco is and 
has been well known for many 
years.” 


Hagan Leaves Hackett 


John J. Hagan has resigned as 
secretary and space buyer of M. H. 
Hackett, New York. 


Insurance Program Set 


A two-day meeting of the Insur- 
ance Advertising Conference will 
be held at the Hotel Pennsylvania, 
New York, Dec. 12 and 13. Speak- 
ers will include Congressman Bruce 
Barton; Dr. George H. Gallup, of 
Young & Rubicam and head of the 
American Institute of Public Opin- 
ion; Glenn Griswold, public rela- 
tions consultant and formerly pub- 
lisher of Business Week; and 
Merryle S. Rukeyser, economic 
commentator for the Hearst news- 


papers and International News 
Service. 
Ad Rates Reduced 


Building Products, published by 
the Thomas Publishing Company, 
New York, has announced a reduc- 
tion in advertising rates effective 
with the November, 1938, issue. 


Grossfeld Chosen by 
Chicago Ad Managers 


Edward Grossfeld, Baskin Cloth- 
ing Company, has been elected 
president of the Chicago Advertis- 
ing Managers Club. Other new offi- 
cers are W. A. Jimison, Borden- 
Wieland, Inc., vice - president; 
Charles Lilienfeld, National Tea 
Company, secretary-treasurer, and 
Mary Gene Hoche, Club Aluminum 
Company, recording secretary. 

Directors are Barbara  Bever, 
Stop & Shop; R. F. Drake, Felt & 
Tarrant Mfg. Company; Patricia 
Gordon, Princess Pat, Ltd. and 
L. E. Meyer, International Cellu- 
cotton Products Company. Mr. 
Meyer and J. R. Collins, of Libby, 
McNeill & Libby, will represent the 
club on the board of governors of 
a Chicago Federated Advertising 

lub. 


The reader-buyer audience 


of the Ladies’ Home Journal (3,044,000 women) is the largest 


single group of women in America united by a common interest! 


VITAL NEW JOURNALISM FOR TODAY’S WOMEN 


Pees 


— 


MODERN ST. NICK 


In this two-plane display, Schick <-ama. 
tizes the timeliness of electric shavers 4; 
gifts. Einson-Freeman Company, New 
York, created and produced the display, 


—. 
— 


Weco Sponsors 
the Snoodet for 
Glamor Girls 


Chicago, Dec. 8.—Weco Products 
Company and its agency, J. Walter 
Thompson Company, did consider- 
able delving into styles of the past 
before coming up with “Snoodet,” 
as the name of the new Gains- 
borough hair net introduced to its 
annual sales meeting here last week 
and shortly to bow to the modern 
generation in Harper’s Bazaar and 
Vogue. 

The following definition from the 
New Standard dictionary indicates 
that the name is highly appropriate: 

“Snood. A fillet formerly worn 
about the hair by young unmarried 
women in Scotland, and considered 
as an emblem of virginity. In recent 
times it has been sometimes worn 
as an ornament.” 

The Gainsborough Snoodet is de- 
signed to teach the glamor girls of 
1939 how to bring bobbed hair up- 
to-date. The new hair net is cap- 
shaped and invisible. Each adver- 
tisement will contain directions for 
attainment of the “Sleek but Soft” 
appearance of the hair to be glori- 
fied. “Even ‘he’ won’t see it,” read- 
ers will be assured. New window 
and counter cards and a new 
counter display are other merchan- 
dising features. 

Gainsborough powder puffs will 
also get heavy advertising in 1939, 
Weco salesmen were told, four- 
color pages already being scheduled 
in the Fawcett Group and Vogue in 
March and April. 


Plan Business-Consumer 
Relations Conference 


The National Association of Bet- 
ter Business Bureaus in cooperation 
with business, consumer, govern- 
mental and educational organiza- 
tions will hold the first Nationa 
Business-Consumer Relations Con- 
ference on advertising and selling 
practices in Buffalo, N. Y., June 5-6 

The conference will be directed b! 
John N. Garver, vice-president 
Manufacturers & Traders. Trus! 
Company, Buffalo; Kenneth Bach- 
man, president, National Associa- 
tion of Better Business Bureaus 
Harry Rhiel, St. Louis Better Busi- 
ness Bureau, and Karl Finn, Cin- 
cinnati Better Business Bureau. 


Sells Grocery Brands 


Austin, Nichols & Co., New York 
wholesaler, has sold its grocery in- 
ventory and grocery brands t 
Francis H. Leggett & Co., New York 
The Austin, Nichols company wi! 
continue operations in the bee! 
wine and liquor business and wil 
continue to handle a few relateé 
grocery specialties. 


RKO Promotes Mandel 


Harry Mandel, formerly exploita- 
tion manager for the RKO Theaters 
in New York, has been appointee 
national director of publicity, ad- 
vertising and exploitation for thé 
theaters, succeeding John Dowd, 
resigned. 


Form Direct Mail Service 


Harry R. James and J. Jerome 
Charles have organized Better Bus!- 
ness Service, direct mail advertis- 


ing, at 140 48th street, Union City 
N. J. 
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A ANNOUNCING the 


For Chicago Advertising VF 
Men and Women 


GRAND BALL ROOM 


| HOTEL SHERMAN 
*|, THURSDAY, DEC. 15 +12 NOON 


: TO BENEFIT: oe — 
“| “Off the Street Club’ nage vette 


os, 1534 West Van Buren Street and the New Branch at 2413 West Jackson Boulevard 


‘led where each year 5,000 boys and girls living in one of Chicago’s poorest areas find real fun, sports, handicrafts, dramatics and countless other activities 
e in making really fine, happy kids — through the help of the Chicago Ad Fraternity and for 
i i 
' C FAC VO * AT IONA a BUR E AU Serving Advertising Employers and worthy, needy persons in the, profession. 
i A committee of over 200 has prepared for you at least 
— 1500 gift shopping bags containing over TICKETS are still available but only a few—call or write immediately to Ticket 
in 185,000 exciting items of merchandise Chairman, H. K. Clark — NewYork Sun, 180 N. Michigan Ave., Cen. 2137—§3 per plate 
“wl over 300 valuable door gifts and table favors 
L~ — products of nationally known advertisers CHRISTMAS PARTY COMMITTEE 
ion CLemM Mawicke, General Chairman 
ach- FUN ! ! ae In No Smal] Way! Mixo E. Situ, Vice-Chairman M. GLEN Miter, C F'AC Officer in Charge 
od Gorpbon P. St. Cratr, CFAC Social Chairman —_C. F. Sournwarp, Executive Secretary 
3usi- A . HH. 
Cin ENTERTAINMENT!!... sal ee ee | 
: _ « : : 9999 Bag Filling . Tom Vershuur, Chairman Prize Distribution Miss Georgia Rawson 
Stars of the Air—Stage—Screen—Top-Notchers one and all ? ? ? ? Frank Hunton, Vice-Chairman Publicity. . . Harvey C. Kendall _ 
1! A Donations . C. S. Phillips William Harshe, Vice-chm. 
GOOD FOOD tala liali Et cetera:: C. Chester Carlson,*Vice-chm. Reception. . . Hale Nelson 
Edwin Lennox, Vice-chm. Tickets . . . H.K. Clark 
Entertainment Leo Voell Miss Ann Marti, Vide-chm. 
tee All Add Up to a Swell Party ! ! W. Frank McClure, Vice-chm. Finance . . . Harold R. Gordon 


The Chicago Federated Advertising Club 


A FEDERATION OF LOCAL ADVERTISING ASSOCIATIONS + SUITE 339, HOTEL SHERMAN, CHICAGO + PHONE FRANKLIN 2100 


|| Collins, Miller & Hutchings, Inc - Photo Engravers 
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Copyright 1938, Esquire-Coronet, tne 


By exposing over half-a-million* 


men, who were spenders in the 


first place. as demonstrated by 


their ability to buy a 50¢ magazine. 


to an atmosphere of spending... 


Esquire easily secures for its 


advertisers the following typical 


dream-results: 


“If you will remember, our first advertise- 
ment on “Curvex’ ran only in Esquire and 
one other magazine. We know that your 
magazine rendered to us yeoman assistance 
in influencing both the dealer and consumer 
since we immediately felt the impact 
throughout the country in our” sales. 
Esquire 's effect was so evident that we placed 
it on our regular schedule, and | thought 
you would like to have this additional in- 
formation. we plan to use Esquire more 
and more. I think the latter is just about 
the best tribute | can make to Esquire.” 
TEVIAH SACHS, VICE PRES. 

GRUEN WATCH CO. 


*Rates Based on an Average Net Paid ABC 


“Dollar bills by the hundreds . . . money 
orders . . . checks .. . in every mail. . . 
a response so astounding that we are moved 
to tell it to the world in general and to our 
trade, especially. You may believe me that 
we have great faith in the Playtex Make-Up 
Cape or we would not have gone in for full 
page splurges on a national scale. But none 
of us envisioned that there could be such an 
immediate response from the public as the 
ad in Esquire gave us and I am genuinely 
happy to tell you about it now.” 


A. N. SPANEL, PRES. 


INTERNATIONAL LATEX CORP. 


Circulation of 525,000 


291 ADVERTISERS 


$471,136 


PAID 


FOR 133* PAGES OF SPACE 


IN THE 


DECEMBER 


NATIONAL EDITION 


OF ESQUIRE 


NET PAID CIRCULATION 


ESTIMATED AT 


600,000 


*See December Lineage Figures in which Esquire Again Leads All Monthly Magazines 


for the Third Successive Year 


“The merchandising of the Esquire adver- 
tising resulted in sales to over 672 retail 
outlets—this in 19 days prior to the appear- 
ance of the first advertisement. Orders came 
from the majority of the finest stores in the 
country.” 
GEORGE W. SCHOENHUT, PRES, 
0. SCHOENHUT, INC, 


“We have been aware of the long life of 
our advertisement in your publication, and 
only a few days ago we received orders 
emanating from the last Christmas ad. How- 
ever, it seems to us rather remarkable that 
we should receive an order from this great 
distance so long after the issue appeared.” 
TOM TOWLES, VICE PRES. 

HOUSE OF COMOY, INC. 


“Out of almost 200 publications that have 
carried the advertisements of World Peace- 
ways, Esquire has been one of the very 
highest in returns. Our page in the Decem- 
ber 1937 Esquire ranks as one of the five 
most productive single advertisements we 
have ever published. Lest anyone ever sug- 
gest that Esquire, smart, entertaining and 
lively as it is, cannot effectively carry a 
serious message, this information should be 
particularly interesting.” 
ESTELLE STERNBERGER, EXEC, DIR. 
WORLD PEACEWAYS, INC. 


“You now know the results—how we had 
to employ three extra girls to take care of 
the thousands of mail orders that flowed in 
from this ad and how even more important, 
the pajamas advertised, which were not sell- 
ing too well on our customers’ counters. 
moved out like magic and the demand 
quickly exhausted even our own over-ample 
stocks.” 
SAM WEEKER 
LUBIN-WEEKER CO., INC. 


“It is not often that we have such a direct 
result from publication advertising, and | 
thought you should know the facts, as it 


illustrated a point which I have been very 
interested in in purchasing advertising space 
and that has been that you are not neces- 
sarily buying circulation as much as you are 
buying consumer influence and consumer in- 
terest. I think this was illustrated to the 
nth degree by this situation.” 
A. O. BUCKINGHAM, DIR. OF ADV. 
CLUETT, PEABODY & CO., INC. 


“Our advertisement appeared in the Decem- 
ber issue which was out on the newsstands 
about November 15th. Our sales force cap- 
italized on it prior to that date, with ad- 
vance reprints of the ad in their advertising 
portfolio. The sum total is that we sold ap- 
proximately $12,000 of Saddle Bags at whole- 
sale, of about $20,000 retail value, on this 
one advertisement. In conclusion, we are 
extremely pleased with the above results, 
which are directly traceable to Esquire.” 
MARCEL MICHELIN, VICE PRES. 
PINAUD, INC. 


“The offer appeared in full color pages im 
the May, June, and July issues of Esquire. 
We are very glad to report that to date we 
have received 1,250 requests for our prints 
as a result of our advertising in Esquire. We 
are extremely pleased by this response.” 
WILLIAM BIJUR 
SCHENLEY IMPORT CORP. 


“In addition to our own salesmen’s practice 
of carrying ‘Esquire’ to assist them in the 
merchandising of our products, we have als¢ 
arranged with each of our distributors that 
their salesmen as well carry and use ‘Esquire 
in the same way that our own salesmen do. 
If the distributor objects to standing the 
cost of purchasing ‘Esquire’ for all their 
salesmen, our field man in charge of the 
particular territory has the authority to buy 


same for them.” 
H. W. EVENSON, VICE PRES 


PARK & TILFORD IMPORT CORP. 
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FOR THE RECORD (FUTURE) 


eee 


For the benefit of alert 


advertisers, at this time formulating 


1939 space schedules and pre-tested 


merchandising programs... 


result champion Esquire submits the 


following skeleton outlines of 


Four 1939 Major Promotions, 


destined for certain success... 


because they are sound 


--- WORLD'S FAIR ISSUE (May 1939) 


\dvertisers who use the special World’s 
Fair (May) issue reach the largest concen- 
tration of World’s Fair visitors-to-be avail- 
able nationally . . . selected in respect to 
spend-ability and travel responsiveness by 
Esquire’s 50e price and editorial formula. 
Because Esquire is a natural* vehicle for 
World's Fair promotion, it is in position to 
offer several notable pluses to advertisers 
«» as follows: 


‘(l) THE WORLD’S FAIR ISSUE will 
contain: 
‘A) a cover, to be seen by millions, depict- 
ing “Eskie” in a World’s Fair situation; (B) 
a full color World’s Fair portfolio by E. 
‘Simms Campbell; (C) a full color World’s 
Fair transportation map, showing means of 
entering New York City by rail, air, motor 
and sea; (D) articles and editorial mer- 
chandise pages; (E) cartoons with World’s 
Fair backgrounds. 


(2) ESQUIRE’S NEW YORK: A New 
York guide for World’s Fair visitors. 
The above book, containing approximately 
150 pages of valuable information for 
World’s Fair visitors, will be distributed at 
' nominal price via advertisements in 
Esquire. Estimated circulation 50,000. Ad- 
Yertisers using a full page of space in the 


May. 1939, issue qualify for a full page 
advertisement in the above guide-book. 


(3) CONFIDENTIAL MERCHANDISE 

REPORT: A buying guide to the products 
advertised in the World's Fair issue of 
Esquire, supplied in advance to selected 
lists of retailers in all classifications. 
All advertisers who appear in the May issue 
with either a full page, or a minimum of a 
half-page, grossing at least one full page in 
the issues for May and June—qualify for 
one page without charge in Esquire’s Con- 
fidential Merchandise Report for the World's 
Fair issue. 


(4) GUMMED STICKERS supplied to 
all advertisers for use in correspondence to 


the trade. 


(5) ENLARGEMENTS OF WORLD'S 
FAIR COVER: Used by leading retailers 
co-ordinating window displays with Esquire- 
advertised products. 


“In an independent survey by Psychological 
Corporation, it was found that 39% more 
Esquire readers take winter cruises, 51% 
more Esquire readers travel by air, and 
32% more Esquire readers travel to Europe 
or abroad than their non-Esquire-reading 
neighbors right next door or across the 
street. 


... FATHER’S DAY ISSUE (July 1939) 


As the spearhead of the first truly national 
Father's Day planned promotion last year. 
‘squire revitalized Father's Day, made 
"oney for both manufacturer and retailer. 
“ive Father’s Day a new meaning to hun- 
eds of thousands. 


Father’. Day 1939 (June 18th) signalizes its 


fcond 
Father "6 


Moted } 


year as a national institution and 
Day will again be nationally pro- 
y Esquire. 

‘ote: The success of Father's Day last year 
‘Pired the formation of the National Coun- 
"l for the Promotion of Father's Day. a 


central body comprised of the heads of 
trade associations, leading manufacturers, 
etc.. which will function for the first time in 
1939, and add further fuel to the flame of 
the merchandising event many have spon- 
taneously named “second only to Christ- 
. . >. 
mas.” Esquire’s plans: 


(1) THE FATHER’S DAY ISSUE will 


contain: 


A cover, to be seen by millions, depicting 
“Eskie” in a Father’s Day situation, special 
Father's Day features, articles, editorial 
merchandise pages and cartoons. 


(2) CONFIDENTIAL MERCHANDISE 
REPORT: A buying guide to the products 
advertised in the Father's Day issue of 
Esquire, supplied in advance to selected lists 
of retailers in all classifications. 


All advertisers who appear in the July issue 
with either a full page, or a minimum of a 
half-page, grossing at least one full page in 
the issues for June and July—qualify for 


one page without charge in Esquire’s Con- 
fidential Merchandise Report for the Father's 
Day issue. 

(3) GUMMED STICKERS supplied to 
all advertisers for use in correspondence to 
the trade. 

(4) SPECIAL ESQUIRE FATHER’S 
DAY DISPLAY CARDS FOR ADVER. 
TISERS. 


... GOING BACK TO SCHOOL ISSUE (Sept. 1939) 


The Going Back to School planned promo- 
tion (August 15th to September 15th) sue- 
cessfully launched by Esquire four years ago, 
created an entirely new merchandising sea- 
son, transforming a no-profit, or next-to- 
no-profit selling period into one of profitable 
sales for both retailers and manufacturers. 


Esquire is the most popular magazine in the 
majority of colleges across the nation, effec- 
tively blanketing the university market, pro- 
viding complete coverage with economy for 
all advertisers. Highlights of the Going 
Back to School issue: 


(1) THE GOING BACK TO SCHOOL 
ISSUE will contain: 
A cover depicting “Eskie” in a Going Back 
to School situation. special Going Back to 
School features, articles, editorial merehan- 
dise pages and cartoons. 


(2) CONFIDENTIAL MERCHANDIs. 
ING REPORT: A buying guide to the prod- 
ucts advertised in the Going Back to School 
issue of Esquire, supplied in advance to 
selected lists of retailers in all classifications. 
All advertisers who appear in the September 
issue with either a full page, or a minimum 
of a half-page, grossing at least one full page 
in the issues for September and October 
qualify for one page without charge in 
Esquire’s Confidential Merchandise Report 
for the Going Back to School issue. 


(3) GUMMED STICKERS supplied to 
all advertisers for use in correspondence to 
the trade. 


(4) ENLARGEMENTS OF GOING 
BACK TO SCHOOL COVER: Used by lead- 
ing retailers co-ordinating window displays 
with Esquire-advertised products. 


- - - CHRISTMAS 


ISSUE (Dec. 1939) 


By tradition, by virtue of its unique mer- 
chandising power, the Christmas issue of 
Esquire is truly the “nation’s great gift 
guide.” Representation in it means an in- 
surance policy on sales success, 


Listed below are the various steps in 
Esquire’s 1939 Profit-Planned Christmas 
Program, which will be augmented later on 
with the announcement of a powerful news- 
paper campaign in major marketing areas: 


(1) THE CHRISTMAS ISSUE will con- 
tain: 
A cover, to be seen by millions, depicting 
“Eskie” in a Christmas situation, special 
Christmas features, articles, editorial mer- 
chandise pages and cartoons. 


(2) CONFIDENTIAL MERCHANDISE 
REPORT: A buying guide to the products 
advertised in the Christmas issue of Esquire, 
supplied in advance to selected lists of re- 
tailers in all classifications. 

All advertisers who appear in the December 
issue with either a full page, or a minimum 
of a half-page, grossing at least one full page 
in the issues for December and January 
qualify for one page without charge in 
Esquire’s Confidential Merchandise Report 
for the Christmas issue. 


(3) GUMMED STICKERS supplied to 
all advertisers for use in correspondence to 
the trade. 


(4) ENLARGEMENTS OF CHRISTMAS 
COVER: Used by leading retailers as back- 
grounds, co-ordinating window displays with 
Esquire-advertised products. 


for complete details on the foregoing 


New York.....366 Madison Avenue 
Chicago.919 North Michigan Avenue 
Boston... .526 Statler Office Building 
Philadelphia. ...1616 Walnut Street 
Detroit...415 New Center Building 


communicate with: 


q UWUTE 


San Francisco........ Russ Building THE MAGTAZIN E FOR MEN 
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Business Paper 
Linage Shows 
Encouraging Note 


Chicago, Dec. 8.—The downward 
trend of display advertising in busi- 
ness papers was checked in Novem- 
ber when industrial and _ trade 
papers reported the relative volume 
of business as compared with last 
year’s issues the best since June 
issues, according to the December 
Industrial Marketing. 

The volume of business carried 
by the industrial group of papers 
reporting to the publication was off 
18.02 per cent from November, 1937, 
issues. For the eleven-month period 
this year the decrease was 14.92 
per cent compared with eleven 
months last year. 

Business in the trade paper group 
was off 19.15 per cent for November 
issues against those of a year ago, 
while the volume for the eleven 
months was down 15.56 per cent. 

Papers in the class, or service and 


professional group, reported No- 
vember business 21 per cent under 


the 1937 month and 16.47 per cent Eid 


below the eleven-month total for | 
last year. 


To Promote Oregon Road 


Transcribed broadcasts promot- 
ing the Oregon coast highway may 
be released shortly over stations of 
the Mutual network west of the 
Rockies, Mayor Gilbert E. Gable, of 
Port Orford, has informed the Ore- 
gon State Highway Commission. 


.)) s ae 
Display World” Moves 
The New York office of Display 
World and Signs of the Times, Cin- 
cinnati, has been moved to 175 Fifth 
avenue. Victor W. Sebastian is 
manager. 


Ridder-Johns Moves 


Ridder-Johns, publishers’ repre- 
sentative, has moved its office to 
342 Madison avenue, New York. 
The telephone number remains 
MUrray-Hill 2-2613. 


WINS PROMOTION 


sales promotion manager of the 
lamp __ division, 


Give what I the to get | 


A blend of several fine whiskies makes Four Roses a truly great 


whisky. .. . A combination of four well-considered display elements 
makes this Forbes creation a forceful Four Roses Christmas Display: 


SOUND SELLING 
STRONG DESIGN 


Let FORBES interpret these display elements in terms of your 
merchandising objectives. 


FORBES 


CHICAGO 


eek SHOP 
BY eek SEA 


CLEVELAND 


Herbert E. Plishker, new advertising and 


West- 


York. 


PURPOSEFUL COPY 
FINE LITHOGRAPHY 


LITHOGRAPH CO. 


Pr. 0; BOX~6.rs <€ £03 1-48 


ROCHESTER 


Gardiner Changes 


Thomas R. Gardiner has resigned 
as business manager of the New 
York State Journal of Medicine and 
the Medical Directory of New York, 
New Jersey and Connecticut, and 
also as director of exhibits of the 
Medical Society of the State of New 
York, and the Connecticut State 
Medical Society. He has been 
elected president of Exposition 
Publications, New York, publisher 
of Official Souvenir Book, Guide 
Book, Daily Program and other of- 
ficial publications of the New York 
World’s Fair. 


McCurrach to Kimball 


McCurrach Organization, New 
York, men’s neckwear, has ap- 
pointed the Abbott Kimball Com- 
pany, New York, to direct its 
advertising campaign for 1939. 
Consumer and trade publications 
will be used. 


Loft Names White-Lowell 


Loft, Inc., Long Island City, has 
appointed White-Lowell Company, 
New York, to conduct its radio ad- 
vertising. 


DETROIT 


Wrigley Sponsors 
Screen Talent Hunt 
on New Air Show 


New York, Dec. 8. — Will ian 
Wrigley Jr. Company will start , 
new program Jan. 8 called “Gate. 
way to Hollywood.” Jesse 1 
Lasky, film producer, will direct the 
series to be heard over 60 CBS sta. 
tions on Sundays from 6:30 to 7 
p. m., in cooperation with RxKo 
Radio Pictures Inc. The basis o 
the new broadcast will be a contes 
for undiscovered cinema stars 
Competing players throughout th. 
series will be supported by filp 
stars in weekly dramatizations. 


Baker on Pineapple Show 

Hawaiian Pineapple Compan, 
Ltd., through Young & Rubicam, 
has signed a contract for its firs 
network program over 63 CBS sta. 
tions beginning Jan. 14. The pro. 
gram, to be heard on Sundays from 
9 to 9:30 p. m. will feature Phijj 
Baker, comedian. 


Drama for Gulf Oil 
Gulf Oil Corporation will launch 
a new series of broadcasts begin- 
ning Jan. 8 over the CBS network 
to replace John Nesbitt’s “Passing 
Parade.” Through the cooperation 


| of the Screen Actor’s Guild, Holly- 
wood talent, including artists, writ- 


ers and producers, will be available 
for the program. The _ broadcasts 
will be heard on 60 coast-to-coast 
stations from 7:30 to 8 p. m. Sun- 
days. The agency is Young & 
Rubicam. 


B & W on NBC Hookup 


“Plantation Party,’ has _ been 
switched by the Brown & William- 
son Tobacco Corporation, from the 
Mutual Broadcasting System to a 
coast-to-coast NBC Blue network 
The program, which begins Dec. 9, 
will be heard over 49 stations from 
9 to 9:30 p. m. for Bugler Tobacco, 
for 52 weeks. Russel M. Seeds 
Company is the agency. 

Standard Brands Renews 

“One Man’s Family,” sponsored 
by Standard Brands for Tender 
Leaf Tea has been renewed effec- 
tive Jan. 1 for 52 weeks. The pro- 


gram is heard on Wednesdays from 
'8 to 8:30 p. m. over 50 NBC Red 
network stations, with a_ repeat 
broadcast on Sundays for West 
Coast stations. J. Walter Thompson 
Company is the agency. 


Fitch Continues “Bandwagon” 


F. W. Fitch Company has re 
newed its “Bandwagon” program, 
featuring guest orchestra leaders 
and dramatizations of their lives, 
for an additional 52 weeks effective 
Jan. 8. The program is heard ove! 
an NBC Red network on Sundays 
from 7:30 to 8 p. m., and is handled 
by the L. W. Ramsey Agency 
Davenport. 


THE MIDWEST 
FARM PAPERS 
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New Consumer Body 
Aims to Combat 


Advertising Foes 


Support of 4A's and 
Other Groups Sought 
by Foundation 


New York, Dec. 8.—Scattered at- 
tempts by business to combat anti- 
advertising propaganda will be or- 
ganized under the auspices of a new 
consumer education movement next 
year when the National Foundation 
for Consumer Education begins to 
fynction as a clearing house for 
economic research and a new point 
of contact between industry and the 
public. ; : 

The movement is an extension of 
the Foundation for Consumer Edu- 
cation which was organized on the 
Pacific Coast in 1936, as an after- 
math of the successful fight against 
the proposed chain store tax bill. 
Prominent among the original spon- 
sors was Don Francisco, president 
of Lord & Thomas, who led the 
chain store fight. The foundation 
is an educational, rather than a 
business organization, and is admin- 
istered by a board of directors 
headed by Dr. George C. Mann, 
president of the adult division of 
the National Education Association. 

The project’s scope and objectives 
were outlined to ADVERTISING AGE 
today by Evelyn Blewett, managing 
director of the foundation, who is in 
New York for the purpose of ar- 
ranging details of cooperation with 
such organizations as the American 
Association of Advertising Agencies, 
American Petroleum Institute, As- 
sociated Grocery Manufacturers of 
America, Consumer-Retailer Rela- 
tions Council, National Association 
of Manufacturers and others. 


Advertising Role Recognized 


“There are two kinds of consumer 
education,” said Miss Blewett in ex- 
plaining the philosophy that will 
guide the foundation, “just as there 
are two kinds of lawyers, two kinds 
if doctors, two kinds of advertising. 
I don’t believe that cigarettes aid 
digestion and I don’t believe that 
science will ever award a_ gold 
medal to the discoverers of pink 
tooth brush. I do believe that ad- 
vertising has measurably raised our 
standards of living, that advertising 
is one of the important factors 
which has put the United States in 
a class by itself; which has put our 
people on a higher living standard; 
has preserved our spirit of competi- 
tion and has given us a free coun- 
try, free speech, free business and 
kept us free of dictators. I believe 
that advertising has come a long 
way and that it has a long way 
still to go. 

“I do not believe in Consumers’ 
Research. I do not believe that 
many of the accusations against 
advertising made by Stuart Chase 
-w true. The authors of ‘Skin 
veep,’ ‘Eat, Drink, and Be Wary,’ 
and all the other books that 
sell because they are sensational 
and expose, can be compared to the 
soap box orators that made Hyde 
Park famous. These soapbox ora- 
“rs poison the minds of those who 
isten by destructive, subversive de- 
moralizing thought. They offer 
nothing constructive as substitution 
or the systems they destroy. 

: The truth is that advertising has 
enty of economic justification. It 
. easy to demonstrate that adver- 
‘sing has made our industrial de- 
flopment possible. It is easy to 
how that advertising is fundament- 
uy nonest. The insidious thrusts 
pbox orators, lawmakers and 
critics can best be parried 
und, simple consumer educa- 

And that is the aim of the 
. nal Foundation for Consumer 
ucation.” 
,_ SS Blewett pointed out that al- 
‘ough many national business as- 
aah ns and individual companies 
ve established consumer depart- 
“ents and paid increasing attention 

consumer relations, there is no 
‘cent means of making known to 


Ss 
the I 
ith 


the public the facts which this re- 
search brings to light. 

The foundation will devote itself, 
at the start, to adult education, la- 
ter expanding into the high school 
field, and women’s clubs and con- 
sumer groups generally. The sys- 
tem to be followed is to take all the 
information available from _ busi- 
ness, subject it to searching anal- 
ysis, compare it with facts gathered 
from consumers as to their needs 
and desires, and then to work up a 
series of lectures which will be sup- 
plied to teachers and education 
boards, and which will fill the need 
for some kind of authoritative text 
books not now available. 

As the work develops, new chan- 
nels for the release of information 
will be developed, and the founda- 
tion expects to act as a clearing 


house for all kinds of informative 
business releases to the public. 
Headquarters of the foundation 
are maintained in Los Angeles, and 
a New York office will be opened 
after the first of the year. Cost of 
operation will be met through vol- 
untary contributions from individ- 
uals, companies and associations, 
representing both industry and the 
consuming public. Industries which 
have thus far lent support include 
the drug, insurance and refrigerator 
fields. The foundation budget for 
1939 has been set at $5,000 a month. 
On the board of directors, at 
present, in addition to Chairman 
Mann, are Armistead B. Carter, 
member of the state board of edu- 
cation of California; Mrs. Gertrude 
Millikan, prominent in the Cali- 
fornia consumer movement; and E. 


J. Murphy, West Coast manager for 
Dictaphone Sales Corporation, and 
past president of the Pacific Adver- 
tising Clubs Association. Eventu- 
ally the foundation will have on its 
board two representatives of busi- 
ness, two representative consumers 
and two educators. 


Two Name Budd 


The John Budd Company has 
been appointed to represent the 
Gazette, Gastonia, N. C., effective 
Dec. 1, and the Enterprise, High 
Point, N. C., effective Jan. 1. 


McHugh to WHAI 


Edward J. McHugh has resigned 
as advertising manager of the Re- 
corder-Gazette, 
to join the commercial department 
of Station WHAI, Greenfield. 


Greenfield, Mass., 


Freund Named by Two 


J. Schoeneman & Co., Baltimore, 
has appointed Morton Freund Ad- 
vertising Agency, New York, to 
direct advertising of clothing tai- 
lored of Coronado, an English sum- 
mer cloth. H. C. Cohn Company, 
Rochester manufacturer of Superba 
cravats, has also appointed the 
agency to direct a national cam- 
paign for neckwear made of Coro- 
nado. 


Red Tag Week Scheduled 


Red Tag Sales Week, a coopera- 
tive promotion designed to increase 
the volume of business among retail 
stationers by $1,000,000, will be 
held March 6-11 under the sponsor- 
ship of the Wholesale Stationers 
Asociation of the United States. No 
advertising other than store display 
is planned. 


* 


There are VHREE d7g (. 


pumpkins to the stem 
IN THE OREGON MARKET! 7 ee 


Waooxen at from any sales angle, the 


Oregon Market has three lusty divisions. There’s 


Portland with 35% 


of the market's total retail 


sales; the Suburban Market (100-mile radius) with 


another 33, ; and the Upstate Market with 32%. 


If you’re pitching for maximum sales at lowest 
cost, you must sell ALL THREE divisions. The 


Oregonian does it for you at one fell swoop. 


Oregonian circulation closely parallels the sales 


zones—43% in Portland; 43% in the Suburban 


THE OREGONIA 


a 7 
‘ 


LAND g 


SUBURBAN | 


The Oregonian harvests 


ALL THREE /for you... 


Market; 


14% Upstate. It’s the one newspaper 


that effectively sells the entire market. Use it. 


Get yourself three pumpkins instead of one. 


DAILY 
The Oregonian 111,451 
The Journal . . 101,018 


News-Telegram 55,951 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for six months ending Sept. 30, 
1938, show Portland newspaper circulations as follows: 


The Oregonian 
The Journal . . 107,703 


OREGONIAN Leads by 10,433 daily, 39,747 Sunday. 


SUNDAY 
147,450 


PORTLAND, OREGON 


VERREE G CONKLIN 


National Representatives 


285 Madison Ave., New York 
321 Lafayette Blvd., Detroit 


333 N. Michigan Ave., Chicago 
5 Third Street, San Francisco 
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Citrus Marketers 
Rush Advertising 
fo Break Jam 


Many Agencies Enlist 
to Put Huge Crop in 
Public's Hands 


Washington, D. C., Dec. 8.—With 
government bureaus dictating much 
of the strategy and retail organiza- 
tions pledging warm support, the 
three leading citrus marketing or- 
ganizations of the country will stage 
two ten-day sales, backed by heavy 
advertising, to move the largest 
crop in the industry’s histary. 

Following conferences called by 
the Department of Agriculture, the 
first sale began Nov. 25 and will 
run through Dec. 10. Subsequent 
sales will be staged Jan. 26-Feb. 4 
and March 2-12, with advertising 
helping retailers to move the fruit 
into consumption. The dealers have 
agreed to a maximum markup of 
25 per cent. 

The national 


orange crop for 


r AN IDEA 
WAS SOLD © 


OJANS! 


1938-39 is estimated at 81,000,000 
boxes, 10 per cent above 1937 and 
39 per cent over the five-year aver- 
age. Of this total, 17,827,000 boxes 
are California-Arizona navels, as 
compared with a five-year average 
of 14,238,000. The California navel 
estimate is 5.8 per cent above a year 
ago, and 17.1 per cent higher than 
the five-year average. 

Production of grapefruit for the 
United States is estimated at 40,- 
720,000 boxes, of which California 
and Arizona will contribute 4,720,- 
000 boxes. Total orange and grape- 
fruit production for the country is 
49 per cent greater than the amount 
actually marketed in fresh fruit 
channels last year, and 82 per cent 
above the five-year average. 


Reliefers Get Oranges 


It was this situation which caused 
the Department of Agriculture to 
enter the picture, with the Federal 
Surplus Commodities Corporation 
also lending its facilities. The plan 
adopted provides for removal of 
16,000,000 boxes of surplus citrus 
fruits from commercial channels, 
with the FSCC buying 8,000,000 
boxes of the higher grades, of which 
3,000,000 boxes are oranges and 


5,000,000 grapefruit. Purchases will 
be made until July 1, 1939. 
The agreement hinges upon di- 


~ 


_ rial 


Hotel 


well. 


Vural, “The Momtor and the Merrimac,” 


version by the industry of an equal 
amount of lower grade fruit from 
normal commercial channels. The 
citrus industry is also required to 
enlist the cooperation of canners. 
The chief stipulation, however, is 
that all producing areas enter into 
marketing agreements for fresh 
fruit shipments. 


West After Lion’s Share 


The California-Arizona area has 
operated under an orange market- 
ing agreement for some time and 
Texas is working under such a pro- 
gram for both grapefruit and 
oranges for the second year. The 
Florida industry is developing a 
schedule to regulate the grade and 
size of fruit shipped to markets, 
and the finishing touches will be 
applied at a meeting at Lakeland 
Dec. 12. 

The California Fruit Growers Ex- 
change expects to market 75 per 
cent of the total volume, on the 
basis of past performance. Its ad- 
vertising, like that of the other two 
chief producing centers, will not 
relinquish competitive aspects, but 
will hammer away at the famous 
Sunkist name harder than ever. 
While consumer advertising will be 
an important part of the Sunkist 
plans, trade paper advertising will 
be heavier than ever before, em- 


in the Hendrick Hudson 


Prony 


Victory of the diminutive, untried Monitor 
over the hulking Merrimac in Hampton Roads 
was not alone a turning point in the War Be- 
tween the States and the dawn of a new era 
in naval warfare but triumph of an idea as 


When John Ericsson's plans for the Monitor 
were first shown to the Naval Board they were ridiculed. Not until 
two Troy ironmakers, John A. Griswold and John F. Winslow, had 
been sold on the worth of the "cheesebox on a raft" was there action. 


They convinced President Lincoln of the ironclad's practicability 
and were given a contract to build the strange vessel within 100 days 
—at their own risk! The rest is history. 


The future of your concern is likewise contingent on selling ideas— 
ideas about goods or services. Selling them to Trojans is easy, effec- 


tive, economical. 


The Record Newspapers—Troy's sole dailies— 


reach the more than 119,324 consumers within Troy's 3!/>-mile 
A. B. C. City Zone radius, thousands more in the retail trade area. 
At a single rate of |2c per line you get coverage of these impres- 


sionable, active buyers. Troy is New York State's lowest cost major 
market. 


nd 
“- 


CITRUS PROMOTION 


Coy 
Pinkg#or parties and 
holiday festivities! The 7 
famous Texas pink- 
meated grapefruit, 
finest in years, add 
color and decoration 
to every table seMirig.w 
TyNaturally pink anc 
“ew eet, delicious to 
you'll get the 
choicest of the crops) 


4 GRAPEFRUIT 


Newspaper copy being used by Texas 
citrus growers as part of the campaign 
to move a record crop. 


these are dealer media, the list 
includes American Restaurant, 
Hotel Management and Restaurant 
Management, copy urging institu- 
tions in these fields to feature 
oranges, grapefruit and their juices. 
Dealer copy urges preferential dis- 
play for Sunkist. 

The consumer schedule embraces 
This Week, McCall’s, New York 
Mirror, The Saturday Evening Post. 
and Woman’s Home Companion. 
The agency is Lord & Thomas. 

The Rio Grande Valley Citrus 
Exchange, Weslaco, Tex., is making 
the largest advertising splurge in its 
history both as a contribution to 
the common pool, and to highlight 
Texsun and Tex-Maid grapefruit 
and oranges. Newspapers, outdoor 
advertising, radio and dealer serv- 
ice aids are being employed to 
reach consumers, while a formid- 
able group of trade papers is also 
being used. The agency, Leche & 
Leche, of Dallas, again is using the 
slogan, “America’s sweetest.” 


Florida Is Active 


The Texas campaign is being con- 
centrated largely in 22 major mar- 
kets, though spot radio covers 29 
cities. Newspaper copy of 196 lines 
will appear every Friday during 
the winter. Direct color photogra- 
phy is being employed heavily in 
posters and dealer helps. A spring 
campaign on Texsun_ grapefruit 
juice will follow. 

The Florida Citrus Commission is 
placing reliance principally on Mid- 
dle Western newspapers to make 


inroads on markets hitherto dejy_ 
ering a large proportion of thei; 
business to California producers. It 
is also considering a $50,000 news. 
paper campaign in its home terrj- 
tory on the theory that winter Visi- 
tors can be converted. A movement 
is also on foot to make the maxj- 
mum price on orange juice five 
cents in home ports. Hitherto, te, 
cents has been the usual price even 
in the territory where the fruit jc 
grown. Burton H. Schoepf, Tampa 
newspaper publisher, is the father 
of the idea that it is worth some. 
thing to the industry to get some 
sampling across to the winter dodg- 
ers who invade Florida annually, 

The Florida commission has algo 
strengthened its field service de. 
partment, particularly in Eastern 
markets. 


CANNERS WIN NEW 
TRADEMARK DECISION 

Tampa, Fla., Dec. 8.—Florida ofj- 
cials and state citrus canners pre- 
pared this week for an extended 
battle over the 1937 act of the legis. 
lature requiring fruit processors to 
use cans embossed with the word 
“Florida” and labels marked “Pro. 
duced in Florida.” An injunction, 
issued by the U. S. District Court of 
Appeals in New Orleans, enjoined 
the state from enforcing the statute 
until the case is tried on its merits. 
A trial date will be set within the 
next few days. 

The canners contend that the law 
is unconstitutional because it forces 
them to carry state advertising on 
private merchandise at their own 
expense, although they already pay 
a three-cent tax per box for state 
advertising; that embossing the 
cans causes them to weaken and 
swell, resulting in heavy losses: 
that all Florida citrus fruit is not 
of the same quality, and uniform 
labeling of superior and _ inferior 
grades injures demand for the 
former; and finally, and most im- 
portant, a large part of the crop is 
packed for distribution by compa- 
nies with nationally known brands 
and which buy in all parts of the 
United States. 

The decision of the appeals court 
required that the Polk Company, 
Haines City, Fla., and 16 other can- 
ners post a $5,000 bond, which will 
be forfeit if the final ruling is 
against them. 


AT&T Makes Movie 


The story of the vast damage 
done by the September hurricane in 
the East and the mobilization of the 
forces of the Bell System to restore 
service is told in a new motion pic- 
ture, “The Hurricane’s Challenge,” 
created and produced for the 
American Telephone and Telegraph 
Company by Audio Productions, 
Long Island City. 


Waters Heads Sales 


L. R. Waters, vice-president and 
formerly assistant to the president 
of Congoleum-Nairn, Inc., Kearny, 
N. J., has been placed in charge 
of sales. T. L. Shaffer, vice-presi- 
dent formerly in charge of sales, 
will assist A. W. Hawkes, president. 


CONSULT 
YOUR 
ADVERTISING 

AGENCY | 


publication INSTITUTIONS. 


an J 


( EQUIPPING - FURNISHING 


By consulting your advertising agency, you receive the bene- 
fits of the accumulated knowledge of a highly specialized 
service. Therefore, before you advertise in the institutional 
field, consult your advertising agency regarding the monthly 


DECORATING - MAINTAINING REMODELING 


1900 PRAIRIE AVE., CHICAGO, ILL. 
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Coming 
Conventions 
ee 


Dec. 27-30. Annual convention, 

American Marketing Association, 
oit. 

— 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y. 
“March 7-10. Annual Packaging 
Exposition, American Management 
association, Hotel Astor, New York. 
“April 28-30. Annual convention, 
associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 
a Oe 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
“June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 


Network Billings 
for November 
Gain 6.7 Per Cent 


New York, Dec. 6.—Network 
radio billings for November in- 
creased 6.7 per cent compared with 
the same month last year, with the 
jl-month total 3.2 per cent above 
1937, according to figures released 
by Columbia Broadcasting System, 
Mutual Broadcasting System and 
National Broadcasting Company. 

Combined billings for November 
were $6,714,253 compared with $6,- 
294,175 in 1937. For 11 months they 
were $64,975,894 compared with 
$62,941,312 last year. 

Gross revenue reported by CBS 
in November was $2,453,410 against 
$2.654.473 in November, 1937, a 
loss of 7.9 per cent, and $2,387,395 
in October of this year. For 11 
months, CBS billings were $24,816,- 
337 compared with $25,935,500 last 
year, a drop of 4.3 per cent. 

Mutual billings for November 
were the largest for any month in 
the history of the network. They 
totaled $360,928 against $258,356 in 
November last year, an increase of 
39.7 per cent. The 11-month total 
for this year was $2,582,954 com- 
pared with $1,993,612 in 1937, an 
nerease of 29.6 per cent. 

NBC billings also reached a new 
all-time high in November with a 
total of $3,899,915 compared with 
$3,381,346 in November, 1937. The 
gain was 15.3 per cent. For 11 
months, the NBC total was $37,576,- 
603 compared with $35,012,200 in 
1937, an increase of 7.3 per cent. 
Of the NBC November total, the 
Red network accounted for $2,949,- 
850 and the Blue, $950,065. 


Stocklin Joins Pagano 


Walter Stocklin, formerly art di- 
rector of Benton & Bowles, New 
York, has joined Pagano, Inc., New 
York, advertising art, in an execu- 
tive capacity. 


COLLINS 
MILLER @ 

HUTCHINGS 
ING. 


PHOTO-ENGRAVERS 
IN CHICAGO 


ALABAMA 
Mobile Window Dis. Serv. Co. 
555 Dauphin St., Mobile 
(Southern Ala. & W. Florida) 
ARIZONA 
Lloyd R. Cady Dis. Service 
27 N. Central Ave., Phoenix 


Branches: Tucson & Prescott 
(Covers Entire State) 
ARKANSAS 
Gerald T. LeFever & Assoc, 
322% Louisiana St., Little Rock 
(Covers Entire State) 
CALIFORNIA 
Sun Advertising, Inc. 
1532-34 Sunset Blvd., Los Angeles 
(Southern Half of State) 
Sun Advertising, Inc. 
1014 7th St., Oakland 
(Northern Half of California) 
COLORADO 
Albi Display Service 
1035 E. 17th Ave., Denver 
(Central Colorado) 
Western Colorado Display Co. 
Box No. 152, Grand Junction 
(Western Colorado) 
Southern Display Service 
200 S. Santa Fe Ave., Pueblo 
(Southern Colorado) 
CONNECTICUT 
Universal Window Dis. Ser. 
16 Pitkin St., New Haven 
(Covers Entire State) 
Universal Window Dis. Service 
(Branch) 134 Allyn St., Hartford 
D. OF C. 
Gold’s Display Service 
306 9th St., N. W., Washington 
(D. of C. & Northern Virginia) 
Window Display Service 
1629 N. Capitol St., Washington 
(Northern Va. & Southern Md.) 
DELAWARE 
Delaware Display Center 
107 E. Front St., Wilmington 
(Covers Entire State) 
FLORIDA 
Walker Distributing Company 
32 E. Union St., Jacksonville 
(Jacksonville & Surrounding Ter.) 
Joyce Display Service 
P. O. Box No. 612, Miami 
(Miami & Surrounding Towns) 
Minter Display Service 
436 S. Hughey St., Orlando 
(Central Florida) 
Colley Window Display Service 
19 Pearl St., Jacksonville 
(Northeastern Florida) 
Florida Window Dis. Service 
3046 Biscayne Blvd., Miami 
(Southeastern Florida) 
Tampa Display Service 
174 Baltic Circle, Tampa 
(Central Western Florida) 
GEORGIA 
Adco Window Display Service 
72 Houston St., N. E., Atlanta 
(Northern Ga. & Northern Ala.) 
Mason’s Display Service 
1111 E. 31st St., Savannah 
(Southeastern Georgia) 
IDAHO 
K. V. Medrud Dis. Service 
427 W. Benton St., Pocatello 
ILLINOIS 
Harve Ferrill & Company 
217 W. Ontario St., Chicago 
(Covers Entire State) 
Harve Ferrill & Co. (Branch) 
111 S. Perry St., Peoria 
Mitchell Display Service 
704 E. Poplar St., West Frankfort 
INDIANA 
Kern Display Service 
3421 Lillie St., Ft. Wayne 
(Northeastern Indiana) 
H. H. Mortsolf Company 
411 N. Walcott St., Indianapolis 
(Southern Half of Indiana) 
Hawkins Display Service 
533 S. Michigan St., South Bend 
(Northern Indiana) 
IOWA 
Midwest Advertising Co. 
Bever Bldg., Cedar Rapids 
(Southeastern Iowa) 
Kes] Window Display Service 
213 10th St., Des Moines 
| (Central Iowa) 
Brainard Display Service 
1121 W. 17th St., Sioux City 
KANSAS 
Kansas Display Service 
|1006 Garfield, Topeka 
(Northern Kansas) 


| 


We Cover the Nation. 
Wi RETAIL STORE-DISPLAYS 


Our carefully selected associates in all principal cities are prepared to handle any type of retail store adver- 
tising promotion involving display. Our organizatien comprises almost 1,000 well trained men who are in 
daily contact with retailers in all American cities and towns. Their efforts are directed and controlled by 


our central offices to assure efficient and timely execution of national or sectional campaigns. 


OUR ASSOCIATED 


Loy Chase Display Service 
3423 East Ninth, Wichita 
(Southern Kansas) 
KENTUCKY 
Hulette Display Service 
379 Rose St., Lexington 
(Central Kentucky) 
Louisville Display Service 
1002-1004 S. 6th St., Louisville 
(Northwestern Kentucky) 
Fowler Display Service 
P. O. Box No. 300, Paducah 
(Western Kentucky) 


LOUISIANA 

Crescent City Advertising Co. 
411 Bienville St., New Orleans 
(Southern Louisiana) 
Branches: 2217 De Siard St., Monroe 
(Northern and Hastern Louisiana) 
218 Travis St., Shreveport 
(Northern Louisiana) 
203 Barry St., LaFayette, Lo. 

MAINE 
Maine Display Service 
35 Keswick Road, South Portland 
(Covers Entire State) 


MARYLAND 
National Display Service 
34 S. Butaw St., Baltimore 
(Covers Entire State) 


MASSACHUSETTS 
James J. MacDaid Co. 
235 Stuart St., Boston, Mass. 
(Covers N. E.) 
Dashoff Window Dis. Service 
91 Mechanic St., Worcester 
(Central Mass.) 


MICHIGAN 
Haugan Displays, Ine. 
457 W. Fort St., Detroit 
(Covers Entire State) 


MINNESOTA 
Haugan Displays, Ine. 
110 Gateway Bank Bldg., Minne- 
apolis (Covers Entire State) 


MISSISSIPPI 
Mississippi Display Service 
P. O. Box No. 1582, Jackson 
(Covers Entire State) 

MISSOURI 
Paul M, Henson 
1326 Grand, Joplin 
Central Display Service 
2021 Main St., Kansas City 
(West. Mo. & East. Kansas) 
Central Display Service (Branch) 
2215 Jackson Ave., St. Joseph 
Cunningham Display Service 
815 Walnut, Springfield 
(Southeastern Missouri) 
Meyer Display Service 
310 Francis St., St. Joseph 
(Northwestern Missouri) 
\. F. Pyle Display Service 
P. O. Box 537, Columbia 
(Central Missouri) 
Sellinger Display Service 
3009 N. Grand Ave., St. Louis 
(Entire State except Kansas City) 


_ MONTANA 
R. G. Vogel 68 W. Broadway, Butte 
(Western Montana) 


NEBRASKA 
Harnett Window Dis. Service 
2230 S. 16th St., Omaha 
(East. Neb. & Southwestern Iowa) 
Harnett Window Dis. (Branch) 
338 S. 10th St., Lincoln 
W. C. M. Display Service 
300 E. Overland Drive, Scotts Bluff 
(Western Nebraska) 

NEVADA 

G. R. Cain 
1402 S. Virginia St., Reno 
(Extreme Western Nevada) 


NEW MEXICO 
Duke City Display Service 
201 W. Central, Albuquerque 
(Covers Entire State) 


SERVICES 


NEW YORK 
Displays Moderne 
205 Franklin St., Buffalo 
(All of Western New York) 
Young’s Window Dis. Service 
1009 College Ave., Elmira 
(Elmira and Nearby Towns) 
Excelsior Win, Trim Corp. 
5 Union Square, New York 
(Greater New York) 
Myers Window Display Service 
Lake Avenue, Saratoga Springs 
(Saratoga Sps. & Nearby Towns) 
Chamberlain Window Dis. Ser, 
622 Oneida St., Syracuse 
(Syracuse & Central N. Y.) 
Merchant’s Display Service 
122 River St., Troy 
(Albany, Troy, & Schenectady) 

NEW JERSEY 
~—— Window Trim. Corp. of 
92 Central Ave., Newark 
(Covers all of No. New Jersey) 


NORTH CAROLINA 
Walker Display Service 
200% E. Trade St., Charlotte 
(Central North Carolina) 
Just-Rite Display Service 
P. O. Box No. 87, Greensboro 
(Greensboro & Nearby Towns) 
Ad Display Service 
132 Sunset Ave., P. O. Box No. 433, 
Roeky Mount 
(Northeastern North Carolina) 
B. A. Putnam Decorating Co. 
506 N. Queen St., Durham 
(Eastern North Carolina) 
NORTH DAKOTA 
Smith Display Service 
228 Broadway, Fargo 
(Eastern North Dakota) 
Lee Display Service 
P. O. Box No. 1308, Minot 
(Western North Dakota) 
OHIO 
Ajax Display Service 
204 N. Forge St., Akron 
(Akron & Surrounding Towns) 
General Display Corporation 
Carew Tower, Cincir~ati 
(Cincinnati & 75 mile Radius) 
Havean Displays, Ine. 
221 Film Exchange Bldg., Cleveland 
(Northern Ohio) 
Universal Window Dis, Ser. 
5 W. Brewer St., Columbus 
Merchandise Displays 
738 Carlisle Ave., Dayton 
(Dayton & Central Ohio) 
Walker Display Service 
324% S. Main St., Findlay 
Haugan Displays, Ine. 
128 Vance St., Toledo 
OKLAHOMA 
Simpson Window Display Co. 
1909 N. W. 39th St., Oklahoma City 
(Central Oklahoma) 
Stolzer Display Advertising 
114 8. Cheyenne Ave., Tulsa 
(Eastern Oklahoma) 
OREGON 
Eastern Oregon Win. Dis, Ser. 
Baker, Oregon (Eastern Oregon) 
Western Advertising Co. 
2535 N. E. 33rd Ave., Portland 
(Western Oregon) 
Regal Advertising Company 
Box No. 243, Grants Pass 
(Southwestern Oregon) 
PENNSYLVANIA 
Weaver Display Service 
3019 East Ave., Erie 
(Northwestern Penna.) 
Philadelphia Win. Dis. Ser. 
16th & Wood Sts., Philadelphia 
(Southeastern Pennsylvania) 
Arteraft Display Service 
821 Locust St., Pittsburgh 
(Southwestern Penna.) 


Reading Display Service 
36 S. 3rd St., Reading 
(Eastern Penna.) 

RHODE ISLAND 
Eastern Display Service 
56 Blaisdell St., Cranston 
(Covers Entire State) 


SOUTH CAROLINA 
Modern Display Company 
1400 Hagood Ave., Columbia 
(Covers Entire State) 

Wyatt Win, Dis. Service 

183 Alabama St., Spartanburg 
(Northwestern 8S. C.) 
Interstate Display Service 
229 Meeting St., Charleston 
(Southeastern S. C.) 


SOUTH DAKOTA 
Kreative Displays 
Hotel Cataract, Sioux Falls 
(Eastern South Dakota) 
TENNESSEE 
Tickel Bros. 
1000 W. State St., Bristol 
(Southwestern Va. & N. E. Tenn.) 
Dixie Display Service 
1232 Market St., Chattanooga 
(Central & Eastern Tenn.) 
Branches: 2009 Broad St., Nashville 
Atkin Hotel, Knoxville 
Jas. R. Burch Dis. Service 
114 Gayoso Ave., Memphis 
(Western Tennessee) 
TEXAS 
Panhandle Sign & Display Co. 
807 W. 6th St., Amarillo 
(Panhandle Section) 
Dallas Window Dis, Service 
517 N. Akard St., Dallas 
(Dallas & N. E. Texas) 
El Paso Window Trimming Co. 
P. O. Box No. 1978, El Paso 
(El Paso & Nearby Towns) 
Houston Win. Dis. Ser., Inc. 
1714 W. Webster St., Houston 
(Houston & S. E. Texas) 
stgne Dis, Advertising Ser. 
724 N. St. Marys St., San Antonio 
(South Central Texas) 
Warren-Boese Sign & Dis. Service 
709 Franklin, Waco (Central Texas) 
Branch: 804 E,. North St., Long- 
view (Central Eastern Texas) 


UTAH 
Commercial Display Service 
126 Regent St., Salt Lake City 
(Covers Entire State) 
VERMONT 
Paul E. Hope 4 South St., Orleans 
(Northern Vermont) 


VIRGINIA 
Farrer’s L!splay Service 
2918 Park Ave., Richmond 
(Central Virginia) 
Colonial Advertising Company 
1533 W. 39th St., Norfolk 
(Eastern Virginia) 
Super Service Window Dis. Co. 
1206 Patterson Ave. S. W., Roanoke 
(Western Virginia) 


WASHINGTON 
Rutter Display Service 
706 E. Pike St., Seattle 
(Western Washington) 
Quality Display Service 
723 W. Sprague St., Spokane 
(Eastern Washington & Northern 

Idaho) 
WEST VIRGINIA 

West Virginia Advertising Co. 
330 12th St., Huntington 


WISCONSIN 
Haugan Displays, Ine. 
500 N. Water St., Milwaukee 
(Covers Entire State) 


WYOMING 
Creative Displays 
Albany Hotel Bldg., Cheyenne 
(Wyo. East Montana, Western 
North & South Dakota) 


The Only COMPLETE nation-wide Display Service 


For Further Information—Ask Any Dyonnisow Salesmen—or Write 
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‘Laboratory’ for 


Retail Customers 
Viewed As Sales Aid 


Small City Department 
Store Launches Modest 
Educational Test 


Decatur, IIll., Dec. 
tional advertisers can 
cooperate in consumer 
programs sponsored by retailers, 
and that such programs need not 
be restricted to large metropolitan 
centers, is being proved in this cen- 
tral Illinois city of 60,000 by Geb- 
hart-Gushard Company, leading de- 
partment store. 

This progressive institution 
built up a program of 
education which includes bulletins 
and talks ‘to school teachers and 
their classes, women’s clubs and or- 
ganizations, and a “Consumer Re- 
search Laboratory” within the store, 
in all of which national advertisers 
participate and benefit. 

The store’s consumer 


7.—That na- 
successfully | 
educational 


has 
consumer 


education 


MERIT 


i 


a ce A aide 


Another LANGENDORF 
poster carries THE SEAL | 
OF LITHOGRAPHIC 


,onti 


program started simply enough, | 
with the distribution of information | 


about merchandise in mimeographed 


| bulletin form to high school teach- 
lers in the collective schools of the 


Decatur area, for their 
and.the use of their students. 
bulletins (the first was issued Sept. 
15) discuss such things as the qual- 
ities and manufacturing 
of various fabrics and _ products; 
how to budget for purchases; and 
similar subjects of direct interest 
either from the standpoint of mer- 
chandise or of general 
formation. 


Consumers Eager for Data 


Response to the mailing of 
first bulletin was exceptional. Not 
only did the teachers indicate’ that 
the material was interesting and 
helpful, but women’s groups of all 
kinds requested that they be 
cluded on the mailing list. 

The bulletins made it clear that 
the facilities of the store were avail- 
able to members of these 


terest in the activity induced the 
store to organize fashion and fabric 
clinies in surrounding towns, under 
the sponsorship of local home eco- 
nomics groups. 


These clinics led to the final step |s 


installation of a 


“consume! re 


APH 


-VELAND, 


own use | 
These 


processes | 


buying in- | 


the | 


in- | 


various | 
groups at any time. bui growing in- | 


| 

| \ 
Is It True That Banks 

Have ‘Tightened Up’ on Loans? 


No! 


| As a mater of fect banks have more money 
to lend. are more eager to lend # and ore 
string more diligently to moke loans todoy 
than in any previous period of Amencan bonk 
| ing hustory The most important function of o 


commercial bork « lending morey It also « 


ts che! source of income Banks know thot 
sound loans promote the growth of business and 
ndustry in the community. and make possible in 
reased employment What 1s helptul to the com 
s good for the banks The First 


munity certamnly 


National Bonk in St Lows continues to welcome 


apphcations for sound loans —lorge or small 


trom business concerns or individuals You moy 


be sure that here your requirements will recerve 


onsideration at all times 


FIRST NATIONAL BANK 


IN ST. LOUIS 


Locust - Olive 
To make it clear to the public that it is 
not only willing but anxious to make 
| more loans, First National Bank, St. Louis, 
tells its story concisely and simply in 
newspaper advertising. 


mos! caretu 


Broodwoy 


|search laboratory” in the store it- 
lf. As Richard W. Lowry, whose 
|‘‘baby” the program is, explains it: 


al 


CORPORATION. 


BRIEF AND POINTED | 


> 


“The various organizations with/terial through department stores 


whom we have been associated in|and other retail outlets. 


this work are continually attempt- 
ing to get educational display ma- 


| terials from manufacturers. We felt 


that such materials might very well 
be assembled in one place and made 
available to them all. For this rea- 
son we established our ‘laboratory’ 
in a fairly large room, and filled it 
with displays of an educational na- 


_ture gathered from manufacturers. 


|pliers from 


“We have had whole-hearted co- 
operation from most of our sup- 
whom we have re- 


'quested material of this nature, al- 


though in some cases it has not 
been as easy to get material of the 
type we need as one might think. 
This is particularly true since the 
displays must be changed fre- 


|quently to have new material avail- 


able and keep interest alive. 
Source Is Credited 


“We make no effort to disguise 
the source of any of the material 
we receive, and are glad to give 


|full credit to any manufacturer of 


branded merchandise who supplies 
us with information and exhibits we 
can use. We feel, naturally, that 
manufacturers should be extremely 
anxious to cooperate with us in this 
respect, as such cooperation is of 
great value to them. 


“Our bulletin of Oct. 1 announced 
the installation of these displays, 
and in that bulletin we were able 
to list 23 different exhibits, rang- 
ing from an exposition of how laun- 
dry equipment operates to the man- 
ufacture of shoes and the construc- 
‘tion of mattresses and mechanical 
| pencils. Since that time a num- 
|ber of additional displays have 


| been shown, and about 30 are on| 


view now.” 

National advertisers who have co- 
| operated in supplying material in- 
| clude such firms as Lever Bros., 
Armstrong Cork Company, Rollins 
| Hosiery Mills, Van Raalte, Bigelow- 
Sanford Carpet Company, Interna- 
| tional Silver Company, A. E. Staley 
| Mtg. Company, Sheaffer Pen Com- 
pany, Helena Rubinstein, Silex Cof- 
fee Maker Company, Westinghouse, 
Altorfer Bros. Company and Alum- 
inum Cooking Utensil Company. 

“Groups from Decatur and sur- 
rounding towns now use this labo- 
ratory frequently in study work,” 
Mr. Lowry explained. “We have a 
member of our staff meet with these 
groups to discuss their problems 
and answer their questions. For 
example, if a group is interested in 
footwear we will show our shoe dis- 
play and have our shoe department 
|manager lecture to the group for 
30 minutes concerning the proper 
fitting of shoes, their proper care, 
and the wear that may be expected 
from varying qualities.” 


Merchandise Brand Names 


One feature of the Gebhart- 
Gushard plan which is of particu- 
lar interest to national advertisers 
is the close tie-up maintained with 
product brands and trade names. 
“The manufacturers and national 


advertisers who supply exhibits for | 
this | 


full 
in 


us are given 
material, and 


for 
cases 


credit 


many also 


supply advertising literature which | 


we distribute,” Mr. Lowry § said. 
“The distribution of this informa- 
| tion gives us a future contact with 
the potential customers of this area, 
and when entire of high 
school juniors and seniors use lit- 
erature supplied by manufacturers 
las a basis for study, you may be 
sure that both manufacturers and 
ourselves benefit very directly from 
this distribution.” 

Most large manufacturers 


classes 


We have 
found, also, that contrary to the 
belief of many, groups and indivig- 
uals who attend our lectures and 
receive our bulletins do not objec 
to direct references to Particular 
manufacturers or particular brands 
In fact, we find a definite interest jr, 
knowing who these manufacturers 
are, because there is a great desire 
on the part of consumers to estab. 
lish comparative values, by name 
and company, in their own minds” 

“With this program,” Mr. Lowry 
asserted, “we are reducing sales re- 
sistance by building up confidence 
in our store and its policies, and py 
convincing the public that we make 
every effort to provide the mer. 
chandise they ought to have, and tp 
see that they get the greatest satis. 
faction from it. 

“The value of a program of this 
kind cannot be measured in jm. 
mediate sales response, however. 
and therefore much depends upon 
the class of trade catered to by the 
store. In our case, we believe oy 
comparatively small expenditure jn 
this direction is very much worth- 
while. But we also believe that 
money spent in this way is wasted 
unless the program is given a thor- 
ough follow through and sufficient 
time to permit a fair judgment of 
its advantages.”’ 


YOU PAY anyway! 


e Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it . . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t bring the desired results 
...You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY .. . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 


Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


FITTING SHOES FOR 


Sovtiive Feat 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the n 
Faithorn Corp. ’ 
for the Scholl 

Mig. Company. 


1007 Parms entvee 


MS» 5: 1: Comin sh 


are | 


able to supply suitable material for | 


a limited period, Mr. Lowry has 
found, although he has been disap- 
pointed in some of the material, 
Which has not met the needs of the 
store. “Although most of the dis- 
of value, some of them 
could be greatly improved,” he de- 
clared, “by the intrinsic 
value of material and operations in 
its manufacture which would give 
consumers a better understanding of 
comparative values 

“It is our belief,” he said, 
manufacturers could spend 
profitably in preparing 
exhibits of this nature, 


plays are 


stressing 


“that 
money 
worthwhile 

and then 


promote the correct use of this ma- 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERT 


Arnold Cites 
lowered Prices as 
Business Boon 


Monopoly Committee 
Hears Viewpoint on 
Mass Consumption 


Washington, D. C., Dec. 7.—The 
administration is in hearty accord 
with the views often expressed by 
leading economists, it was made 
clear this week as the Temporary 
National Economic Committee, bet- 
ter known as the Monopoly Com- 
mittee, began its second week of 


hearings. 
This theory is that the simplest 
way of increasing buying power is 


to lower prices. While wages and 
salaries sometimes accompany ris- 
ing prices, so many families have 
axed incomes that high prices rep- 
resent an almost insuperable ob- 
stacle to prosperity. 

This general view was outlined 
Monday by Thurman Arnold, as- 
sistant attorney general, who also 
said a few kind words about mass 
distribution as practiced by some 
large companies. On the following 
jay, however, Dr. Willard Thorp, 
Dun & Bradstreet economist on 
loan to the TNEC, asserted that 
size and financial conditions of cor- 
porations are important factors in 
sales opportunities. 


Thorp on Advertising 


by implying that we seek to pursue 
trust-busting as an end in itself 
rather than as an instrument to re- 
move obstacles to the full use of 
our capacity,” he said. 


PROMOTING ANNUAL APPEAL 


“IT therefore want to state in plain | PROTECT 
YOUR HOME FROM 


language that in the view of the 
Anti-trust Division, anti-trust en- 
forcement must be linked to the 
successful operation of our eco- 


nomic system. It should not be used ? TUBERCULOSIS 


blindly to disturb the efficiency of 
mass production. Neither should it 
be used to upset orderly marketing 
conditions which increase the effi- 
ciency of distribution.” 

Many of the automotive indus- 
try’s leading figures paraded 
through the Senate caucus room as 
the TNEC studied patents in that’ 
sphere. 


Only the largest companies are | 


able to advertise on a large scale, 
he said, and smaller competitors are 


vertising programs. Granting that 
advertising is an important factor 
n sales, size and financial resources 


confer a tremendous advantage re- | 
gardless of the merit of the product. | 


This exposition was made in con- 
nection with the presentation by Dr. 
Thorp of factual data on the 
mechanism of the economic system 
of America. 

Mr. Arnold based his economic 


thesis on statements previously | 


made by Isador Lubin, chief of the 
Bureau of Labor Statistics, to the 
effect that mass production cannot 


be utilized to its fullest extent as | 


ng as only 13 per cent of the 
country’s families enjoy an income 
f more than $2,500 a year. 

“We cannot produce for a nation 
the size of America and limit our 
distribution to the population of a 
State about the size of New York,” 
he said. “There, in a nutshell, is 
ur distribution problem.” 

He added that business would re- 
ceive tremendous impetus if the 
5,500,000 families earning less than 
$1,200 a vear could be given only 
32.25 more a day. 


7 
| 
$2 


Suggests Government Subsidy 


“There is more than one way of 
giving them that $2.25,” said Mr. 


Arnold. “Incomes may be raised by | 


+ 


ther method involves laws raising 


government subsidy. An- | 


vVages, or, as in the case of farmers, | 
the prices of goods they sell. A 


hird is by lowering prices to bring 
industrial goods and services with- 
he reach of purchasing power. 
‘0 single method should be rigidly 
Prescribed; all may be useful in 
ieir places. But if industry cannot 
ring its prices within the reach of 


purchasing power, it is difficult to | 


ee how industrial activity can be 
t tained without government 
pending.” 
} Arnold said that the anti- 
laws are based upon the as- 
‘sumption that free and independent 
prise is able to distribute 
s00ds with efficiency, provided that 
| groups without public frespon- 
ty are prevented from elimi- 
ng competition and exercising 
trary power over prices and dis- 


ition. 


Bigness No Indictment 


‘his basic ideal is often sabo- 


‘aged by distorting it into a state- 
ent that mere bigness is in itself 


il under all circumstances and | 


es 
: “aS 
i : 


rp 


Homer is a drummer. He plays in the band on 
KLZ's Homemaker’s Program. Homer never 
talks . . . he quacks like a duck. And what he 
can do with a set of drums has Denver's jitter- 


bugs sent solid! 


Homer is a master salesman. He's sold himself 
and the products he represents to Denver's 
housewives. Every morning the Homemaker’s 
Show plays to a capacity studio audience as well 


as toa peak level of listeners at home. 


The Homemaker’s Program would be a good 
show without Homer. Homer gives it that 
added touch which makes the difference between 


a good show and superb showmanship. 


MANAGEMENT AFFILIATED WITH WKY 


AND 


annual Christmas seal roll call. 


, 


Homer 
Homer is typical of KLZ ... and of all KLZ’s 
productions. The difference between KLZ 
showmanship and ordinary good radio is sum- 
med up in the difference between Homer and 


an ordinary drummer. It beats the band how 
that difference sells goods for KLZ advertisers! 


(LZ Dive 


CBS AFFILIATE @ 560 KILOCYCLES 


‘ 
* 


More than 5,000 of these 24-sheet posters have been put into distribution for the Louis, has appointed Clifford F. 
In addition, 750,000 window posters will be used. | Broeder Agency, St. Louis, to han- 
Edwards & Deutsch Lithographing Company, Chicago, produced all the display dle its advertising. Business papers 

units for the campaign, together with a portion of the seals. 


Foote to L & T 


Emerson Foote has resigned from 
J. Stirling Getchell to join Lord & 
Thomas, New York. He will be 
added to the staff handling the 
American Tobacco Company ac- 
count. 


Gets Life Insurance 

Cowan & Dengler, New York, has 
been appointed advertising counsel 
for the Berkshire Life Insurance 
Company, Pittsfield, Mass., e:Tective 
Jan. 1. Raymond D. Parker is ac- 
count executive. 


Nu-Mark Names Broeder 
Nu-Mark Mfg. Company, St. 


and direct mail will be used. 
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THE HOMEMAKER’S PROGRAM is on the air from KLZ five 
mornings a week. Against a background of music by 
one of Denver's favorite radio bands, a procession of 
household hints, recipes and food news keeps howse- 
wives attentively tuned to this station. 


t 


OKLAHOMA PUBLISHING COMPANY — REPRESENTED NATIONALLY BY THE KATZ AGENCY. INC. 
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ADVERTISING AGE 


December 12, 193, 


Salad Dressing 
Sales Sweep Upward 


in /-Year Period 


U. S. Study Reveals 
Food Buying Habits of 
Consumers 


Washington, D. C., Dec. 7.—The 
increasing scope of the salad dress- 
ing, mayonnaise and related prod- 
ucts industry was revealed this 
week in a survey released by the 
Bureau of Foreign and Domestic 
Commerce, showing a 1937 gain of 
6 per cent in production of these 
products, with total sales approxi- 
mating $50,000,000. This was the 
largest figure in the industry’s his- 
tory. 

Other trends shown for this in- 
dustry include: 

(a) Continued popularity for 
salad dressing and a_ substantial 
increase in the popularity of French 
dressing. 

(b) A gain in distribution through 
wagon distributors. 


|}shown a steady rise, 


(c) Continued consumer prefer 
ence for half pint container sizes. 

(d) A gain in percentage of man- 
ufacturers’ output sold under buy- 
ers’ labels. 

Bureau officials in charge of the 
survey hold significant the fact that 
this segment of the food manufac- 
turing industry has increased in im- 
portance during a period of general 


business recession, thus revealing a} 


partial change in consumers’ food 
buying habits. 


Production 


ception of 1935 when volume de- 
clined 5 per cent. This exception 
is believed due to a_ substantial 
increase in price effected at that 
time. 

Production totals for other 
show an 8 per cent gain in 
1932 and 1933, a 25 per 
in 1934, and a 12 per 
for 1936 over 1935. 

In 1934, the first year in which 
total volume was divided according 
to type of product, salad dressing 
accounted for 57.2 per cent of total 
production. The 1937 figure is 57.1 
per cent. 

Mayonnaise production was 27.9 
per cent of the total in 1934, rising 
to 28.8 per cent in 1937. Sandwich 
spreads, which accounted for 11.8 


both 


cent gain 


in this industry has) 
with the ex-| 


| 
years} 


cent rise| 


per cent in 1934, declined to 9.9 per 


cent in 1937. French dressing rose 
from 2.2 per cent in 1934 to 3.1 | 
1937. 

Prices rose slightly in 1937 over | 
1936. Manufacturers’ average in- 
voice values for salad dressing 
showed a four-cent gain per gallon. 
and for mayonnaise, five cents per 
gallon. 

More than 40 per cent of the in-| 
dustry’s output was sold to the con- 
sumer in half-pint containers in 
1937. accounting for 21.6 per cent 
of the industry’s total volume. 
While this size container is the most 
popular, an increasing percentage 
of the industry’s products have 
been packed in pint and quart jars 
during the past four years. 

The portion of industry products 
sold through wagon distributors 
increased to 65 per cent in 1937 
from slightly less than 60 per cent 
in 1936. Of the volume sold through 
wagon distributors, 49.4 per cent 
went to independent retailers, 15.6 
per cent to chains. These percent- 
ages compare with 46.1 and 13.5, re- 
spectively, in 1936. 

Of the volume sold direct to the 
retailer, 5.6 per cent went to inde- 
pendents and 17.8 per cent to 
chains, as compared with 6.2 and 
23.3 per cent, respectively, in 1936. 

Production of private brands, or 
of products sold under the buyer’s 


ae pret Su. 


map coverage. 


That’s 


When Planning 
To Buy Time In 
Rochester .. . 
REMEMBER 
ROCHESTER 
PREFERS 


BASIC CBS 


“pay-off’”’ coverage, too! 


“pay-off” coverage! 
And that’s all you pay for! 


Pm 


Ban Se e 


Time Buyers Call It Paying Coverage 


Those thrilling stops of the goalie, hockey fans call 
erage,—coverage that really counts! 


Today sponsors and agency radio time buyers are thinking in terms of 
They call it “paying coverage.” 
coverage is the actual listener per dollar coverage as differentiated from 


It’s not the potential listening area,—lIt’s the actual listener you get! 
That’s the coverage WHEC gives you!— 


Itc 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


“pay-off” cov- 


Paying 


emedl Yanall 


| ert 


| poration, New 


SEVEN YEAR RISE FOR SALAD INDUSTRY 


—e 


MILLIONS OF GALLONS 


ESTIMATED TOTAL COMMERCIAL PRODUCTION OF 
MAYONNAISE, SALAD DRESSING, AND RELATED PRODUCTS 


(1931 - 1937) 


a 


40 


ee —_—— 


| Th 


1934 


OTHERS 
| FRENCH 
DRESSING 


SANDWICH 
— SPREADS 


| 
| 


H+— MAYONNAISE 


SALAD 
DRESSING 


1935 1936 1937 


Lo £75 


An almost unbroken rise in production volume of the salad dressing and related 
products industry is shown in this chart accompanying a survey of that industry 
released by the Bureau of Foreign and Domestic Commerce. 

crease is held responsible for the single downward fluctuation in 1935. 


A general price in- 


label, gained somewhat in 1937. 
Manufacturers reported that 89.5 
per cent of their output was sold 
under their own label, as compared 
with 90.2 per cent in 1936. The 
proportion of the volume packed 
under buyers’ labels increased from 
9.8 per cent in 1936 to 10.5 in 1937. 

The survey also includes a chart 
showing seasonal variations in sales 
which reveal June and July as the 
best months, and October and De- 
cember the poorest. 


Weigh Continuation 
of Anti-Smoke Drive 

Sponsors of the “Help Reduce 
Smoke” campaign in St. Louis are 
considering an extension of the co- 
operative effort following appear- 
ance on Dec. 15 of the third in a 
series of 24-sheet posters in 100 
different locations. 

Sixty-nine companies, including 
national as well as local advertisers, 
have been participating in the 
three-month drive. Each partici- 
pant contributed $59.40 per board 
for the duration of the campaign. 
Genera! Outdoor Advertising Com- 


pany contributed the finished 
posters. 
WOXR Expands: 
Selling Radio Sets 
Station WQXR, New York, has 


increased its office and studio space 
at 730 Fifth avenue. The sales de- 
partment, which is 
major part of the increased space, 
will be under the direction of Rob- 
M. Scholle as sales manager. 
Norman S. McGee, formerly 


sales | 


to occupy a | 


manager, will be in charge of con- 


tacting advertising agencies. 

The station has started the sale 
of a new high-fidelity receiving set 
designed by its engineering staff 
and manufactured by Ansley Radio 
Corporation, New York. 


Two on Smith 


John A. Smith & Staff, Boston, 
has been named to handle the ac- 
counts of Blanchard Lumber Com- 
pany, Boston, national distributor of 
Forest Fleece building 
and Personal Match Company, 
ton. Newspapers, magazines 
direct mail will be used on 
accounts 


and 
both 


Shaw Joins Bruck 
Joseph Shaw, formerly 
Walter Thompson 
T. J. Maloney, Inc., New York, has 
been appointed art director of 
Franklin Bruck Advertising Cor- 
York. 


with J. 
Company and 


ws 


insulation, | 
Bos- | 


Brown with Shell 


H. Frank Brown has been ap- 
pointed New England advertising 
field representative of the Shell 
Union Oil Corporation, succeeding 
James B. Lowery, who will take 
charge of Shell’s outdoor advertis- 
ing. 


A GREAT NAME f:::::: 
2 GREAT HOTEL 


BENJAMIN FRANKLIN 
PHILOSOPHER 


A noted historian has 
called Benjamin Franklin 
Patron Saint 


of Common Sense.” 


“America’s 


And 
to stop at the Benjamin 
Franklin in Phila- 
Here’s why: 


it's common sense 


when 


delphia. 


@ 1200 large, modern 
rooms 


@ Convenient location 
@ Address of distinction 
@ 3 excellent restaurants 


@ Moderate rates 


Include historic Philadelphia 
on your visit to the New 
York World's Fair in 1939. 


THE 
BENJAMIN 
FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 


SAMUEL BARLEY, Managing Director 
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Secondary Meaning 
Carries Day in 
lrademark Case 


Nu-Enamel Is Victor in 
Court Action Against) 
Armstrong 


| 


Washington, D. C., Dec. 7.— 
Though agreeing with a lower court| 
‘hat “Nu-Enamel” is obviously de- 
fective as a trademark, the Su- 
preme Court of the United States 
ruled unanimously this week that 
the word has acquired a secondary 
meaning through use, and therefore, 
entirely aside from any trademark 
act, the OWner possesses a common 
law right to be free from competi- 
tive use of the phrase. 

The decision was given in the 
case of Nu-Enamel Corporation, of 


Illinois and Delaware, against 
Armstrong Paint and Varnish 
Works, Chicago, which adopted 


“Nu-Beauty Enamel” with consid- 
erable confusion resulting in the 
public mind, according to the evi- 
dence. The Supreme Court re- 
manded the case to the district 
court for determination of damages, 
profits and the form of the decree. | 

The district court held that “Nu” | 
in “Nu-Enamel” is merely phonetic | 
spelling or misspelling of the Eng- 
lish word “new” and means “new.” 
It found that “enamel” is also a 
common English word, hence the 
combination is a generic term. It 
added that “Nu” was commonly 
used in the paint and other indus- 
tries to designate brands before the 
Nu-Enamel Corporation adopted its 
mark. Its conclusion was_ that 
‘Nu-Enamel” was not a valid trade- 
mark either under the Trade-Mark 
Acts or at common law, and accord- 
ingly refused jurisdiction of unfair 
competition. 


Decision Is Reversed 


The Circuit Court of Appeals 
reversed this decision, finding the 
trademark non-descriptive, valid 
and infringed. It expressed the 
opinion that the mark had acquired 

secondary meaning and_ that 
the conduct of the rival company 
enabled merchants “to palm off 
the Armstrong product for ‘Nu- 
Enamel.’”” Because of the impor- 


tance of the principles involved, 


DURING THE WAR 


—THAT WINCHESTER, VA., 
CHANGED HANDS 68 TIMES 


BETWEEN THE STATES ? 


the Supreme Court granted a writ 
of certiorari. 

The high tribunal devoted con- 
siderable discussion to the Trade- 
Mark Act of 1905 and the later one 
of 1920 under which Nu-Enamel 
was registered. 

“Here we have a_ secondary 
meaning to the descriptive term 
‘Nu-Enamel,’”’ said Justice Stanley 
Reed, newest member of the high 
court, who wrote the opinion. “This 
establishes, entirely apart from any 
trademark act, the common law 
right of the Nu-Enamel corporation 
to be free from the competitive use 
of these words as a trademark or 
trade name. 

“This right of freedom does not 
confer a monopoly on the use of 
the words. It is a mere protection 
against their unfair use as a trade- 
mark or trade name by a competi- 
tor seeking to palm off his products 
as those of the original user of the 
trade name. This right to protec- 
tion from such use belongs to the 
user of a mark which has acquired 
a secondary meaning. He is, in 
this sense, the owner of the mark.” 


To Crundall & Lester 


Crundall & Lester, Los Angeles, 
has been named to direct advertis- 
ing for American Ru-Mari Com- 
pany, distributor of Ru-Mari, a 
British proprietary; and Hussmann- 
Holmes Company, distributor of 
Mammy’s Delicious Seasoning. 
Harry J. Wendland is account 
executive. 


Gardens to Sedgwick 


Edward L. Sedgwick Company, 
Chicago, has been named to direct 
advertising for Fairway Gardens, 
Park Ridge, Ill. Home and flower 
magazines and direct mail will be 
used. Douglas M. Smith is account 
executive. 


Heads NIAA Chapter 


J. Donald Smith, assistant man- 
ager of the sales promotion division 
of York Ice Machinery Corporation, 
has been elected president of the 
Mason-Dixon chapter of the Na- 


tional Industrial Advertisers Asso- | 


ciation. 


Buys Georgia Paper 
Carey Williams, publisher of the 
Herald-Journal, Greensboro, Ga., 


CANADA SELLS ENGLAND | 


7 | . 2 
LAMA IATS 


fas HN 


SALM 


Cards on the back of London buses tell 
England the virtues of Canadian salmon. 


Network Changes Liste 


Colonial Network has issued a 
new rate card showing the follow- 
ing changes in stations: WATR re- 
places WBRY in Waterbury, Conn., 
and WHAI, Greenfield, Mass., and 
WCOU, Auburn-Lewiston, Me., have 
been added to give the network 16 
outlets in New England. Rates are 
unchanged. 


Canadian Products 
Find Increasing 
Favor in England 


Toronto, Dec. 7.— The Canadian 
| Department of Trade and Commerce 
today reported that its campaign to 
isell Canadian food products in the 
|mother country is meeting with 
|considerable success, as evidenced 
‘in rising sales for Dominion prod- 
|ucts there and in increased promo- 
‘tion by individual advertisers. 

This year’s drive differs from ef- 
forts of other years in that all pro- 
motion is directed by the Trade and 
|Commerce Department, rather than 
by several provincial and federal 
| departments. 

Salmon is one of the products 
|which has shown considerable gain 
in England, it was reported. Other 
products being featured are tomato 
juice, canned corn and canned corn 
on the cob, canned apples, pears, 
peaches and eggs. 


Media utilized in the campaign 
include posters, newspaper copy, 
motion pictures, window display 


and direct mail. Each month sees 
a new product featured. 

As a part of this campaign, the 
Dominion has engaged several ex- 
perts to visit stores in the London 
area, promoting sales, teaching 


| 
| 


and Columbia News, Harlem, Ga., | 


has purchased the Advocate-Demo- 
crat, Crawfordsville, Ga. 


Drake Issues Chart 


Drake Press, Philadelphia, has is- 
sued a “Guesstimate” chart, which 
shows how to determine the ap- 
proximate costs of envelope enclos- 
ures. 


—tHat WPTF, 
AT RALEIGH, 
COVERS ALMOST 
ALL or 
NORTH CAROLINA- 
PLUS LARGE 
SECTIONS OF 
VIRGINIA AND 
SOUTH CAROLINA? 


RALEIGH, N.C. 


5,000 WATTS-CLEAR CHANNEL 
FREE & PETERS, INC., NATL REPRESENTATIVES 


Jnansportation. Executives 
PAY $10° A YEAR for TRAFFIC WORLD 


@ For the most skillful performance of their impor ant duties, the 
leading traffic and transportation executives of this country must 
_| have the following types of information: 


Up-to-the-minute reports of the news and latest developments on 
the various phases of transportation—including highway, rail, water, 


and air. 


Accurate and prompt reports of all measures issued by governmental 
agencies regulating these phases of transportation. 


Information on the ever-changing methods of improving efficiency and 
lowering costs of transportation and shipping means and methods. 


The one and only publication supplying them with these ‘vital 
working tools’’ of their profession is the Traffic World. 


That’s why over 8,000 leading transportation executives pay $10* a 
year to read Traffic World every week. 
World’s renewal percentage is always around 75°; and over. Unques- 
tionably, this is definite evidence of readership. 


To any manufacturer who has something to sell the transportation 
industry’s most select group of executives—the men who are respon- 
sible for originating and moving over two-thirds of the nation’s 
tonnage, this is the basic reason why the quickest, most effective, 
and most economical way to tell his story is in his best prospects’ 


favorite publication —Traffic World. 


Write any of the offices below for recent studies on what this inter- 
ested audience of executives buys and how much they spend annually. 


THE TRAFFIC WORLD 


Publishing headquarters : 418 South Market Street, Chicago 


512 Fifth Avenue, New York 1023 Earle Building, Washington, D.C. 


That is also why Traffic 


salesmen and distributors the most 
leffective methods of featuring 
|Canadian products. 

| Fresh apples as well as canned 
apples are showing gains, with 
Canadian shipments in September 
and October gaining 21 per cent, 
'while shipments from the United 
States dropped 14 per cent. 

Quick passage has helped to spur 
egg sales in England. The eggs are 
collected in Canada in time to be 
shipped on an outgoing vessel with- 
in 24 hours of laying time. They 
are kept in cold storage while en 
route and placed on sale in Great 
Britain while still fresh. During 
the first nine months of this year, 
egg exports had nearly trebled to 
650,000 dozen. 


Two Name Reiss 


Bethlehem Furniture Company. 
New York, manufacturer of fine 
furniture, has appointed Reiss Ad- 
vertising, New York, as agency. 
Newspapers, business papers and 
direct mail will be used. Grenard 
Mfg. Company, New York, has 
named Reiss for a business paper 
and direct mail campaign for its 
venetian blinds. 


“Companion” to McC-E 

McCann-Erickson, New York, has 
been appointed to handle all adver- 
tising for Woman’s Home Com- 
panion, New York. 


«) 


*Traffic World has no subscription solicitors. Transportation 
Executives send in their subscriptions direct by mail. 
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Sponsors of the field hockey teams representing the Bank of America and Columbia 
Broadcasting System exchange compliments in Hollywood before the athletes 
square off. Left to right: A. P. Giannini, chairman of the bank's board; Charles 
Griffith, coach of the bank team; T. F. Smith, CBS producer; and D. W. Thorn- 
burgh, CBS vice-president in charge of Pacific Coast operations. 


Condiusion Under 
‘Seal’ Is Lure in 
Direct Mail Copy 


Philadelphia, Dec. 6.—William H. 
Rorer, Inc., manufacturer of a lo- 
cal anesthetic used by dentists, to- 
day told how it successfully adapted 
to direct mail advertising a device 
often employed by mystery novel 
publishers—the “sealed conclusion.” 

The mailing piece was devoted 
principally to a seven-point outline 
of the anesthetic’s quality. Beneath 
this copy was a _ sticker marked 
“Second.” Copy said, “After you 
have satisfied yourself that Procaine 
Hydrochloride with Epinephrine 
measures up to your requirements 
for quality and performance, break 
this seal and note how it meets the 
second essential.” 

Upon breaking the seal, this es- 
sential is revealed as a “price which 
does not penalize the careful den- 
tist.” Actual prices are quoted be- 
low this. 

Of conservative design, the mail- 


ing piece was prepared by the 
Rorer advertising department and 
the Franklin Printing Company. 


Mitchell on Committee 


George F. Mitchell, president of 
Peoples Gas Light & Coke Com- 
pany, Chicago, has been appointed 
a member of the American Gas As- 
sociation’s committee on national 
advertising. He will represent par- 
ticipating gas companies in Illinois, 
Indiana, Iowa, Michigan, Wisconsin 
and Minnesota. 


L&M Adds Geoghegan 


W. C. Geoghegan, Jr., formerly 
assistant advertising manager of the 
American Oil Company, Baltimore, 
and later assistant manager of the 
promotion department of the Gulf 
Oil Corporation, Pittsburgh, has 
joined Lennen & Mitchell, New 
York. 


KTRH Joins WBS 

Station KTRH, Houston, Tex., has 
been added to the World Broad- 
casting System’s Gold Group bring- 
ing the total number up to 51 sta- 
tions. 


AKRON’S 


ON THE 


Paced by a tremendous increase in residential 
building, Akron business showed marked improve- 
ment in October over the previous month. 


HERE ARE JUST A FEW FIGURES! 


Residential building up 252.4°/, 
New Car registrations up 41%, 
New truck registrations up 1|1.1°/, 
Bank debits up 15.5°/, 

Retail Store Sales up 14.6°/,* 


With pay cuts restored to salaried workers in the large 
Rubber Factories, Akron merits a substantial share of 


your advertising dollar. 


COVER THIS ALERT—FREE SPENDING MARKET AT ONE 
LOW COST THROUGH THE 


AKRON BEACON JOURNAL 


ESTABLISHED 


1839 


REPRESENTED BY: STORY, BROOKS & FINLEY 


Bureau of Business Research. 


* Percentage of increase October 1938 over September 1938. 
for cities over 100,000 population—0.! ° 


State average 


(,. Figures from Ohio State University, 


Getting Personal 


A horror party, given by the Chicago Ad Managers Club, began 
mildly enough only to reach a ghastly climax Tuesday night when 
those present saw three former members guillotined. The luckless 
souls had committed the serious crime of deserting the title of a.m. 
for posts in other fields. Bravely offering themselves to the chopping 
block (and it looked like the real 
thing) were Art Tatham, Y&R; 
H. C. Ilium, Hays MacFarland & 
Co., and Hertha Samuels. Mrs. 
Samuels’ “demise” came as a 
sudden shock to many who were 
until then unaware that she had 
forsaken the Palmer House 
Shops to join Goodkind & Mor- 
gan as of Jan. 1. Another maca- 
bre touch to the affair was a fu- 
neral service for Santa (Gordon 
St. Clair, Albert Miller Com- 
pany). Gordon, however, pro- 
tested as they were about to nail 
down his casket, and later re- 
turned to distribute presents to 
all... 

Benjamin Eshleman, Phila- 
delphia agency head, is chairman 
of the 1938 Roll Call publicity 
committee in the city of brother- 
ly love. His agency prepared the 
plan of operation for the Red 
CROSR...« « 

Oswald Anderson, co-direc- 
tor of Broadcast Enterprises, 
Ltd., London representative for 
Macquarie Broadcasting Services 
of Sydney, arrived in Hollywood 
Dec. 1 en route to Sydney. He 
left Dec. 8 for the Antipodes on 
the Monterey, after studying 
television methods in the United 
States. .. 

W. W. Sebald, v.p. and asst. 
g.m., American Rolling Mill Company, has worked for that firm since 
1906. Starting as an office boy, he became the company’s only travel- 
ing salesman... 

W. R. Siegle, board chairman, Johns-Manville Corporation, is 
seriously ill in a N. Y. hospital. Surgeons awaited an improvement 
in his condition before operating. . . J. William Schmalz, Philadelphia 
sales mgr. of General Foods Corporation, is the new prexy of the 
Association of Manufacturers’ Representatives. . . 

Mason Britton, vice-chairman, McGraw-Hill Publishing Company, 
has been named chairman of the business publishers’ division for the 
Christmas seal drive of the N. Y. Tuberculosis and Health Associa- 
tion. Victor O. Schwab, pres., Schwab & Beatty, heads the advertis- 
ing division. . . 

Albert D. Lasker returned from his honeymoon abroad Dec. 1 
and will maintain an office in the Lord & Thomas Hollywood branch. . . 
John Breiel, who handles publicity for N. W. Ayer & Son, is recov- 
ering from an appendectomy. . . John F. Royal, v.p., NBC, is sitting 
in on the International Conference at Lima, Peru, as an unofficial 
observer. He made the trip by air, and plans to return via Guatemala 
and Mexico City... 

Mel Lokensgard welcomed another Liberty salesman on Dec. 1, 
when Mel, Jr., arrived, weighing 614 pounds. His dad is on the West- 
ern advertising staff of the magazine. . . Another new father is John 
J. McCann, Jr., president of the Albany Advertising Club and a.m. of 
the National Savings Bank there. . . 

Dr. William J. Schieffelin, head of the company of that name 
which sells pharmaceuticals and imports liquors, has been chosen 
honorary president of the International Drug Club. The club will 
occupy prominent space at the Hall of Pharmacy at the World’s Fair, 
and will serve as a social center for the entire industry. Dr. Schief- 
felin is an ex-president of the National Wholesale Druggists Asso- 
ciation. . . 

Merlin Morrison, of the Buffalo Evening News promotion staff, 
feasted on turkey at a Greater Buffalo Ad Club luncheon the other 
day while five of his associates at the club ate beans. A team from 
the club appeared on the “True or False” radio show sponsored by 
J. B. Williams Company. The club downed its female adversaries, 
and Morrison, the club president, was the individual champ. By pre- 
arrangement, the champ was to eat turkey the next day, the others 
beans. . . 

Jack Tinker, a member of the J. M. Mathes art department, has 
had a book of original drawings published. The agency is now pre- 
senting an exhibition of the drawings. . . Leonard Dreyfuss, pres., 
United Advertising Corporation, has been doing considerable public 
speaking of late. He has addressed groups in Elizabeth, Plainfield, 
New York, and New Britain... 

Hint to hospitals: Pete Easton, advertising manager of the North- 
ern Trust Company, Chicago, believes that a talk on economics would 
anesthetize any patient more thoroughly than the methods now prac- 
ticed. .. 

Bill Ricketts, of Booz, Fry, Allen & Hamilton, not only heard 
George Gallup tell his story to the Chicago Federated Advertising 
Club last week, but was paid for attending. He was the recipient of 
a $5 bill passed out by the club in a new effort to induce friendliness 
at meetings by rewarding the man who shakes the right hand at the 
right time before each meeting. . . 

Frank A. Arnold, v.p. Edwin Bird Wilson, New York, has just re- 
turned from a trip to the South. He turned lecturer at the University 
of North Carolina and discussed the purpose and function of the 
advertising agency. . . Ben Irvin Butler, who heads the Society of 
Amateur Chefs, will act as m.c. on an NBC Red network broadcast 
of the club Dec. 12 at 10:30 p. m. EST. The broadcast will originate 
from the Louis XIV restaurant. . . 

Friends of Ed Trizil, space buyer of L. W. Ramsey Company, Chi- 
cago, have just found out that his schoolday nickname was Molly. . . 
Willis B. White, copywriter at Needham, Louis & Brorby, Chicago, is 
the proud father of an 8 pound 13 ounce baby boy. . . 

Martin Munkasci, well known photographer, has been commis- 
sioned by N. W. Ayer & Son to take some color photos in the Ha- 
waiian Islands for the Hawaiian Pineapple Company. . Bernard 
Weinberg, partner in the Milton Weinberg Advertising Company, 
Los Angeles, is honeymooning with the former Effie Marjorie Stein 
at Palm Springs... 


VICTIM SMILES, TOO 


Ed Grossfeld, new prexy of the Chicago 
Ad Managers Club, “guillotines” a for- 


mer member, H. C. Illium. Scene was 
at the club's “horror” party last week. 


ee 


Consumer Council 
Is New Project 
for Loan Company 


Salt Lake City, Dec. 9.—The 
Beneficial Industrial Loan Corpora. 
tion, Newark, N. J., and its sub- 
sidiary Personal Finance Compa. 
nies in 28 states have establisheg 8 
consumer relations council, de. 
signed to afford consumers the same 
type of assistance as the company’s 
credit coordination policy adopteg 
last summer to serve retail mer. 
chants. Announcement of the ex. 
pansion was made here by Charles 
H. Watts, president, in an address 
to the Utah Association of Smajj 
Loan Companies. 

Mr. Watts said that the creqit 
coordination plan provided a means 
through which the retail merchant 
could maintain his business on a 
liquid basis and still offer adequate 
credit service to his customers 3 
a reasonable charge. 

The newly formed consumer 
council, he explained, is the out. 
growth of consumer surveys con- 
ducted by the company in New 
York, New Jersey and Pennsy)- 
vania. These surveys consisted of 
informal conferences between com- 
pany officials and groups of custom- 
ers at which consumer credit prop- 
lems were analyzed with the spe- 
cific view to determining current 
needs in cash credit. 

Six company executives comprise 
the council. Among them are C. y. 
Smith, advertising manager, and 
F. C. Eibell, sales manager. 


New NBC Rate Card 
Lists Blue Discounts 


The National Broadcasting Com- 
pany has issued a new rate card, 
effective Dec. 1, incorporating sey- 
eral changes involving the re- 
arrangement of some groups and 
the addition of 15 new affiliated 
stations. There is no change in the 
basic rate structure, but the new 
Blue network discounts announced 
Oct. 21 are included. 

The North Central group, includ- 
ing WTMJ, Milwaukee, and WIBA, 
Madison, has’ been _ eliminated 
WTMJ is now a basic Red network 
station, while WIBA is a basic sup- 
plementary station available with 
either the Red or the Blue. KTMS, 
Santa Barbara, and KFSD, San 
Diego, are listed on the Pacific Coast 
Blue network, while WTAR, Nor- 
folk, is now supplementary station 
available to the basic Red or Blue. 


Adkins to NAPG 


A. L. Adkins Company, San Fran- 
cisco, has been appointed the San 
Francisco branch of the National 
Advertising & Promotion Group, a 
nation-wide network of independ- 
ent cooperating agencies founded by 
exponents of the Lynn Ellis methods 
of scientific agency management. 


Moynahan Named 
Frederick G. Moynahan has been 


appointed New England manager of 
| Hide & Leather Publishing Com- 
pany, Chicago. He succeeds Wil- 
| liam D. Bennett, retired. 


more merchants than any 
fe other business publication in 

the department store field. 
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Pennsylvania Law on 
Below Cost Sales 
Declared Invalid 


Lack of Statement as 
to Intent is a Major 
Objection 


Pittsburgh, Dec. 7.—The Penn- 
-ylvania Fair Practice Act, designed 
io prevent below cost retail selling, 
was declared unconstitutional here 
this by Judge Samuel H. 
Gardner, of the Common Pleas 
court of Allegheny County. 

Lack of a statement within the 
act as to its intent was one of the 
principle reasons advanced by the 
judge for his ruling, which parallels 
court decisions in three other states. 

The ruling was announced when 
the court dismissed an indictment 
against B. P. Zasloff, manager of 
the Pittsburgh Cut-Rate Drug Com- 
pany, McKeesport. The Pittsburgh 
Better Business Bureau had charged 
Mr. Zasloff with selling a sack of 
four, a cake of soap and a can of 
milk at less than the retailer’s cost. 

Experts in the field viewed this 
decision as one emphasizing the 
need for careful preparation of bills 
of this type. It is expected that 
this decision will enhance, rather 
than mar, the future prospects of 
the model bill against below cost 
selling prepared by the Nationa] 
Food and Grocery Conference. The 
latter measure, containing a state- 
ment as to its intent, has passed 
muster in Tennessee, with the state 
supreme court there affirming its 
constitutionality. Like acts have 
been affirmatively passed on by 
California and Kentucky courts. 


week 


Score Now Four to Three 


Decisions against such acts have 
been given in New Jersey, Nebraska 
and Minnesota. In no _ instance, 
however, were these measures simi- 
lar in all respects to the one drafted 
by the food and grocery conference. 

In issuing his ruling, Judge Gard- 
ner said: 

“There is nothing inherently 
dangerous to the public welfare in 
the sale of an article at a price 
below the cost to the seller.” 

While pointing out that fair trade 
acts had been passed in more than 
20 other states, Judge Gardner ex- 
plained that in practically all of 
these states aside from Pennsy- 
vania, it is provided that selling 
below cost is unlawful when it is 
destructive of competition, or fos- 
ters monopoly or facilitates fraud. 
The Pennsylvania statute is silent 
as to the purpose of the act. In 
holding that the act is an abuse of 
the State’s police powers, the court 
announced: 

“It is not permissible under the 
police power to enact a law which 
in effect spreads an all-inclusive 
net for the feet of everybody on 
the chance that while the innocent 
will surely be entangled in its 
meshes, some wrongdoers may be 
Caught. 

“Every sound and fair-thinking 
man knows that it is the common 
practice of merchants to periodi- 
tally display in their windows arti- 
tles from their stock, at reduced 
Prices, to attract the attention of 
Customers and to stimulate trade. 
lt is a well-recognized method of 
advertising. 

“Unless and until the legislature 
defines what it has in mind by the 
Passage of the act, the seeming 
*xercise of the police power has no 
real or specific relation to the public 
health, safety or morals. Therefore, 
the Act of Assembly, as at present 
Written, is in violation of the Con- 
stitution.” 

George H. Dennison, manager of 
the local Better Business Bureau. 
*xpressed regret that the act was 
declared unconstitutional but said 
fe realized that the law was weak 
‘nd had been hurriedly drawn. He 
Pointed out that the bureau had 


READY FOR NEW SALES TRAINING PROJECT 


Henry W. Burritt (left), Nash-Kelvinator vice-president, greets Sidney Edlund, who 
has been named president of the new National Salesmen’'s Institute sponsored by 
the company. 


urged adoption of an act to elimi- 
nate unfair competition and _ so- 
cailed “bait” advertising through 
outlawing below cost sales. 

Mr. Dennison indicated that it is 
unlikely that the bureau will appeal 
Judge Gardner’s ruling to the state 
supreme court but said the bureau 
will get behind any move to have 
a new act, drawn to overcome the 


objection of the court, introduced 
at the next session of the legisla- 
ture. 


Miracle Shaver Appoints 


Miracle Products Corporation, 
Chicago, maker of the Miracle 
Shaver, has placed its account 


with Ralph Heineman Advertising 


Suggests Official 
U. S. Status for 
Self-Censorship 


New York, Dec. 7.—A suggestion 
that existing advertising self-cen- 
sorship bodies set up by industry 
be given official recognition by the 
Department of Agriculture in con- 
nection with the administering of 
the new food, drug, and cosmetic 
act was made this week by H. 
Gregory Thomas, executive secre- 
tary, Toilet Goods Association. 

The proposal was an answer to a 
brief filed by National Retail Dry 
Goods Association with the Depart- 
ment of Agriculture, asking that a 
new board be created to offer un- 
official opinions on labeling rules 
under the new law. 

Mr. Thomas suggested that the 
board of advertising and labeling 
review of the Proprietary Associa- 
tion, and the board of standards of 
the Toilet Goods Association, be 
given cooperation by federal au- 
thorities and thus make unneces- 
sary a separate board. 

The TGA official explained to 
ADVERTISING AGE that he doubts if 
the federal department will con- 
sider the NRDGA suggestion, since 


establishment of a new board to 
offer advice would be contrary to 
administrative policies previously 
practiced by the department. “It 
would be a fine thing,” he said, 
“but I doubt that it will be 
adopted.” 


Launches Drive for 
One-Man Greenhouse 


National Tank & Pipe Company, 
Portland, Ore., has launched a test 
campaign for Flowerhouse, a one- 
man greenhouse. Copy in the De- 
cember issue of House Beautiful 
invites the home owner to “have a 
greenhouse of your own.” 

It is designed in cupola shape and 
uses special glass for admitting 
ultra-violet rays. Gerber & Cross- 
ley, Portland, handles the account. 


Caples Expands 


The Caples Company has en- 
larged its quarters in the Park Cen- 
tral bldg., Los Angeles. Frances 
Normand has been transferred from 
no Chicago to the Los Angeles 
office. 


Rosette Adds Buhrow 


Herbert Buhrow, formerly with 
Simmons - Boardman Publishing 
Corporation, New York, has joined 
the copy department of the Rosette 
Advertising Corporation, New York. 


@ When business men — and statesmen also — 
meet in conference, the cigar box is on the 
table. It is the universal emblem of Good Will. 


In contemplation, the Cigar symbolizes con- 
centration; in relaxation, peace. 


A Hearty Handshake! A Choice Cigar! 


These are courtesies to which men make glad 


response. 


Look for the green Warranty Stamp 
of the Cuban Government. 


official seal will be found on every 
box of REAL HAVANA CIGARS. 
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A genuine imported Havana Cigar costs lit- 
tle more than a good domestic Cigar. Yet 
the gift of a real Havana Cigar always re- 
ceived a much greater welcome, for Cuban- 
made Havana Cigars are the finest cigars 


that money can buy. 


That made-in-Cuba aroma and flavor has nev- 
er been equalled. The soothing, genial, 
influence of a Havana Cigar is unsurpassed. 


Genuine Imported HAVANA CIGARS 


sold wherever good cigars are offered! 
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Newspaper Copy Is 
Holiday Spur to 


Shavemaster Sales. 


Chicago, Dec. 7.— The Chicago 
Flexible Shaft Company today dis- 
closed plans for a _ three-insertion 
newspaper campaign in 120 key 
cities for Christmas promotion of 
its Shavemaster. This is the first 
newspaper copy placed directly by 
the company for the electric shaver. 
A magazine campaign has been in 
progress for some time. 

Insertions of 624 lines, with the 
first currently released, will appear 
between now and Christmas, fea- 
turing the Shavemaster as “a man’s 
idea of the ideal gift.” Quality of 
the product will continue as a domi- 
nant note, with the Shavemaster’s 
price likewise being held to its orig- 
inal figure of $15. Perrin - Paus 
Company is the agency in charge. 


Victor in Law Suit 


A. E. Widdifield, advertising 
manager of Flexible Shaft, in dis- 
closing plans for the special drive 
also reported that the company had 
emerged victorious in a recent legal 
tangle involving a suit against it 
for an estimated $2,500,000 by Lion 
Mfg. Company here. 

As reported in ADVERTISING AGE 
Sept. 12, Lion charged that John 
Bruecker, inventor of the razor, had 
developed it while employed by 
Lion. Lion claimed that it was en- 
titled to patent rights and asked for 
an accounting. 

Federal Judge John P. Barnes 
held that Mr. Bruecker (now em- 
ployed by Flexible Shaft) was the 
legal owner of the patent and that 
Flexible Shaft was properly manu- 
facturing the Shavemaster as 
licensee under this patent. 

The court also indicated that an 


LIQUOR SALES 


During the next 4 or 5 weeks liquor and wine 
sales are at their peak. Now is the time to 
keep your brand before the dealers. 


Advertise now in 
Beverage Retailer Weekly 


(819 Broadway, New York, N. Y. 
Circle 6-8181-2-3-4 


_ Sitnbeam 


SHAVEMASTER 


FOR QUICK, CLOSE, COMFORT-SHAVES 
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Chicago Flexible Shaft Company makes 

its first use of newspaper copy for its 

Sunbeam Shavemaster in a three-inser- 

tion holiday promotion schedule in 120 

key markets. Perrin-Paus Company is 
the agency. 


injunction will be granted restrain- 
ing Lion from manufacturing any 
shavers under the previously dis- 
puted patent. 


Delany Joins Haire 

Donald D. Delany, formerly with 
Vogue and previously with Harper’s 
Bazaar, New York, has joined Haire 
Publishing Company as New York 
advertising manager of Fabrics and 
Ready-To-Wear. 


“Stage” Adds Holbrook 


Charles S. Holbrook has joined 
the Eastern advertising department 
of Stage, New York. He was for- 
merly with the McGraw-Hill Pub- 
lishing Company, and prior to that 
with the New York Herald Tribune. 


Fine Art in Calendar 


Color reproductions of paintings 
by 12 well known American artists 
are used in the 1939 calendar cre- 
ated by American Artists Group for 
the Connecticut Mutual Life Insur- 
ance Company. * 
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Magazine Linage 
for December 
Shows 18.6% Drop 


New York, Dec. 9.—December 
linage in national magazines, as 
reported today by Publishers’ In- 
formation Bureau, totaled 1,373,305, 
a decline of 18.6 per cent from 
1,687,429 lines reported at this time 
last year. This compares favorably, 
however, with a 20.6 per cent loss 
shown in November linage. 

Weeklies and semi-monthlies to- 
day reported a November linage 
total of 813,377, a decline of 26.6 
per cent from the 1937 total of 
1,108,158. This is somewhat higher 
than the 25 per cent drop shown in 
October totals. 

Among those reporting December 
linage, general magazines carried 
679,535 lines, a drop of 23.3 per cent 
from 885,441 lines in 1937. The 
total for the standard group was 
37,061 lines as compared to 45,871 
last year, a decline of 19.2 per cent. 

Linage in women’s magazines de- 


clined 11.7 per cent, the current 
total being 430,147 as compared 
with 486,880 in 1937. Women’s 


groups reported 150,195 lines, a loss 
of 20.3 per cent from the 1937 total 
of 188,371. 

Outdoor magazines carried 63,580 
lines, a decline of 5.9 per cent from 
the 67,589 lines reported last year. 
Mail order magazines reported 12,- 
787 lines, a decline of 3.7 per cent 
from the 1937 total of 13,277. 

Figures and page totals for the 
individual magazines are shown in 
the above table. 


Technicolor Movies 
for Commercial Use 


Technicolor - in - the - East, with 
headquarters in the Eastern Service 
Studios, Long Island City, N. Y., 
has developed a three-color process 
for 16 millimeter film, heretofore 
available only in the 35 millimeter 
standard. 

Technicolor movies for commer- 
cial use will be available after the 
first of the year, the company has 
announced. 


Ad Women Plan Party 


Advertising Women of New York, 
Inc., will hold its eleventh Christ- 
mas party on Saturday, Dec. 17, at 
the Salvation Army Home for 


Working Wcmen in New York. 


Kudner Gets Oxol 


J. L. Prescott Company, Passaic, 
N. J., manufacturer of Oxol, a 
bleach and disinfectant, has ap- 
pointed Arthur Kudner, Inc., New 
York, as advertising counsel. 


Matthews to L & T 


Richard D. Matthews has joined 
the research department of Lord & 
Thomas, Los Angeles. 


SOUTHERN 


COMFORL, € 


Write for Recipe Booklet 2 
Soutnern Comfort Corporation, St. Louis, Mo 


va 


tographic. 


That’s why 
from Rapid 


Latucky Forms Agency 
James S. Latucky has established | 
an industrial advertising agency in 


the Brown bldg., Rockford, III. 
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BETTER PLANOGRAPHY! 


Planographic printing is essentially pho- 


raphers for more than 11 years! 


Better grab a phone right now and call for 
samples of this better planography . - - 
STAte 5977—planograph department. 


you get better planography 
Copy—commercial photog- 


173 W. MADISON STREET 
CHICAGO 


SERVICE CO. 
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During the month of November, the Chicago 


“ao 
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Evening American had a GAIN in total 


advertising of more than 50,000* lines. 


‘ The GAIN IN RETAIL alone was more than 
29,000* lines, and the Evening American 


was the only Chicago newspaper to show 


a gain in retail advertising. 


Business is Better in Chicago—for those 


fo concerns who are telling and selling the 
Chicago Evening American's 400,000 active, 


able-to-buy families. *Media Records 


as Kink 


EVENING 


Represented Nationally by Hearst International Advertising Service . . . Rodney E. Boone, General Mar. 
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Readership Claims 
Stir Controversy 
in Magazine Field 


(Continued from Page 1) 


have been going on for some time 
looking toward the development of 
a cooperative study for a group of 
leading magazine publishers, for the 
purpose of measuring the limits of 
magazine audiences, thus giving ad- 
vertisers a 
comparable 
radio sets. 
A committee of the Advertising 
Research Foundation, which in- 
cludes in its membership advertis- 
ing agencies, has been working to 
this end. It is reported that most 
of the leading publishing houses in 
the magazine field have agreed to 
join in sponsorship of the project. 


with the number of 


THE HANDWRITINGS ON THE CLASSROOM WA 


readership potential | 


| Life, it is stated, would be willing 
| to go along in such a cooperative 
| program, contributing the work al- 
| ready done by its research organi- 
zations to the enterprise. 
| Just how the cooperative pro- 
gram will be affected by the cur- 
rent controversy remains to be seen. 
Some agency men have expressed 
|the opinion that while ABC figures 
are extremely valuable, additional 
studies of readership are necessary 
to a proper evaluation of media. 
Others take the position that sur- 
veys such as that reported by Life 
tend to weaken the authority of 
ABC figures and for that reason 
should be viewed conservatively. 
Announcement of the Life survey 
was made in page advertisements 
in the Boston Herald, Chicago 
Tribune, Cleveland Plain Dealer, 
Detroit Free Press, New York 
Herald Tribune and Times, Phila- 
delphia Record and Pittsburgh Post 
Gazette. 
Asserting that 
tion is not the 


audited circula- 
final measure of 


families, 53 young men and 


what a magazine delivers to its 
advertisers, Life engaged a com- 
mittee of four research experts 
to plan and conduct a_ survey 
which would arrive at an estimate 
of how many people in the United 
States read magazines over and 
above those who actually purchase 
copies. The research group con- 
sisted of Paul T. Cherington, mar- 
ket consultant; Archibald M. Cross- 
ley, president of Crossley, Inc.; 
Samuel Gill, director of research 
for Crossley, who supervised all 
field work; and Dr. Darrell B. 
Lucas, associate professor of mar- 
keting at New York University. 


Varied Factors Considered 


The study is based on a total of 
£,030 interviews, said to represent 
an accurate cross-section of the 
American population, taking into 
consideration such factors as geo- 
graphical locations, color, sex, age, 
occupation, standard of living. 

Each interviewer carried with 
him one issue of each of the four 


women are sent to coilzge.. . 


magazines which had been on sale 
for approximately four weeks. Sub- 
jects were asked, first, whether they 
had read or looked through any of 
the magazines. Then the interview- 
ers sought to discover’ specific 
points of familiarity about each of 
the issues in turn. And finally, a 
questionnaire was filled out on cen- 
sus and economic data, including 
such points as possession of home 
conveniences and car ownership. 
A separate “confusion control” 
test was conducted in 5,700 cases. 


were masked and the same tech 
nique was followed as in the ‘ 
survey. The confusion factor was 
arrived at by determining the pro- 
portion of people who claimed they 
had seen the issue not yet out. and 
this ratio of inaccuracy was applied 
against the final summary. 

The findings in the Cross-section 
sample were projected against a 
U. S. population of 107,300,009 peo- 
ple, representing persons of 10 
years of age or older, and not in- 
cluding the blind, deaf mutes. 


Main 


: . per- 
Three of the magazines were four| sons in prisons, asylums and insti- 
weeks old at the time of interview- | tutions. 
ing, while the fourth was not yet Estimated readership of the four 
on sale. Date-lines on all four copies! magazines is shown below. 
Paid 
Circulation Audience 
3rd Quarter Ages Ages Ages 
1938 10-19 yrs. 20-44 yrs. 45 & Over Total 
Collier’s ...... 2,634,000 4,400,000 8,000,000 3,500,000 15,900,000 
EAberty ....<%. 2,485,000 3,200,000 7,300,000 3,500,000 14,000,000 
De Ssaceenaee 2,030,000 4,900,000 9,400,000 3,000,000 17,200,009 
The Saturday 3,055,000 2,700,000 6,400,000 3,800,000 12,900,009 


Evening Post. 
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Earnings of 


Advertisers 
aaa 
Vick Chemical Company 

For the quarter ended Sept. 30, 
net profit amounted to $1,254,895, 
compared with $1,007,785 for the 
same quarter last year, a gain of 24 
per cent. 


Royal Typewriter 

Report for the quarter ended Oct. 
31s! net profit of $392,848, 
compared with $643,245 for the cor- 
nding period in 1937. 


ows 


respt 


Brillo Mig. Company 

Net profit was $62,457 for the 
quarte! ended Sept. 30, against 
$47,193 for the September quarter 
in 1937. This is a gain of 32 per 
cent. 


Jantzen Knitting Mills 
Net profit for the fiscal year 
ended Aug. 31 totaled $9,235, com- 


pared with $301,145 for the pre- | 
ceding year. 


Marks 95th Birthday 


The Legal Intelligencer, Phila-| 
delphia, celebrated the 95th anni-| 
versary of its founding on Dec. 2.| 
A reprint of the first issue reveals 
that in outlining its function as a 
medium for the publication of legal 
notices, the paper asserted it would 
“afford an excellent vehicle for ad- 
vertisements for booksellers, auc- 
tioneers and real estate brokers.” 


Two Join F&S&R 


Ed Caswall, formerly with the 
Climalene Company, Canton, O., 
has joined Fuller & Smith & Ross, 
Cleveland, as account executive. 
Robert G. McClosky, formerly with 
Procter & Gamble, has been added 
to the agency’s service department. 


Sawyer to Change 

Sherman K. Ellis & Co., Chicago, 
has resigned the advertising ac- 
counts of Sawyer Biscuit Company, 
Chicago, and Quality Biscuit Com- 
pany, Milwaukee, divisions of 
United Biscuit Company. 


doww'To lke ffaboner 


| rae in the days when you went to college perhaps you 
had a classmate or two who came from a farm. Perhaps 


not. It's a different story now. 


Today, farm families send MORE of their boys and girls to 


college than city families do. 


Why?... Because rural America is infected with an entirely 
new sense of values . . . a new mode of living . . . free from 


mental blinders. 


Today’s farmers can tell you not only what’s right and 
wrong with our own local, state and national picture, but 
can do the same for Europe, South America, or the Orient. 


Today’s farm women have learned that farm homes can be 
as sprightly as a city apartment. They dress with an eye to 
style... and consume enough face powder, lotions, creams 
and rouge to run a thousand Hollywoods. 


This is the modern farm generation that has voted The 
Country Home its favorite farm magazine. Why? Pick up 


any recent issue and you'll say: 


“Why shouldn't they?” 


You'll feel yourself whisked along in a whirlwind of ideas, 
news, fiction and pictures that have taken modern farming 


America by storm. 


Match your wits against The Country Home's editorials . . . 
and see how you come out! Dive pell-mell into the fiction . . . 
and judge by your pulse! Run a mental race with the Rural 
Sportsman, the Roving Farm Scientist, or any of the articles 
on modern farming, homemaking, child-rearing, cooking, 


or gardening .. . and get the most striking panoramic view of 


farm living you have ever seen! 


From cover to cover you'll feel the force of this greater 
Country Home Magazine . . . its terrific reader heat. You'll 
see for yourself why advertisers and their agencies are calling 
The Country Home Magazine the hottest buy in the whole 


Jarm field! 


"lowiToy Home Magazine 


LARGEST NET PAID RURAL CIRCULATION IN PUBLISHING HISTORY 


THE MAGAZINE OF FARM MARKET “A” 


THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 


a 


The rates for this dejartment are as follows: 


“Help Wanted,” “Positions Wan 


“Representatives Available,” 30 cents a line, minimum charge $1. 


cash with order. 


ted,” “Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 
insertions. 


Write for descriptive folder describing discounts for term 


"HELP WANTED a 
ADVERTISING or PRINTING SALES- 
MAN to sell LABELS & EMBOSSED 
SEALS side line. Commissions 
every week. Old Established Com- 
pany. K. Cc. 8S. Co., 606 EF, Clybourn 
St.. Milwaukee, Wis. 

WANTED: 

ADVERTISING ARTIST 

A small but sound and aggressive 
southwestern advertising agency 
wants to increase its creative facili- 
ties by the addition of a top-notch 
artist... the type of man who feels 
secure in his own ability ... not the 
type who is looking for a ready-made 
job, but the type who is able to help 
make his own job wherever he goes. 


as 


POSITIONS WANTED 


| ADVERTISING EXECUTIVE, 29. 

| Now outstanding agency research di- 
rector, With copy, service (traffic) and 
sales promotion experience, $3,000 
minimum. Box 1589, ADVERTISING 
AGE, Chgo. 


ADVERTISING ASSISTANT 
( years experience as correspondent. 
Know art—layout—copy production. 


rifice for start. 
TISING AGE, 


Box ADVER- 


Chgo. 


1590, 


-| crisis 


Willing to make any reasonable sac- 


Citrus Marketing if 
Crisis Called Child 
of Loss Leaders 


(Continued from Page 1) 


would therefore relieve the undue 
strain thrown on the price struc- 
tures of other lines, its proponents 
contend. 


Maximum Established 
They also assert that it is signifi- 
cant that the Federal Surplus Com- 
modities Corporation, in issuing 
specifications for a nationwide sale 
of citrus fruits to relieve the plight 
of the industry, established a maxi- 
mum markup of 25 per cent above 
cost, indicating that it believes the 
was precipitated by prices 
which were too high. These tariffs 
were too high, the grocery trade 
says frankly, because retailers have 

to get high profit somewhere. 
In general, it was pointed out, 
products carrying the highest vol- 
ume of advertising have been the 


This man, if he fills the bill, can en- . : ‘ Ae net > , 
joy a comfortable living, warm win- eee, aVEtiniee Gait N.Y most profitless to the retailer. 
ter sunshine, and the fun and health ~~ Sou : spanaiix mm ““* “| Coffee, cereals, soups and soaps 
of life in the wide open spaces, He —— = 7 er pia P 
will be willing to swap a _ possible MISCELLANEOUS were said to have been added 
bis my" income for these — es gar anaes gradually to the non-profit group 
ages; he wi appreciate 1e oppor- sxT BS] SLY , 4 ‘os’ . 
tunity to add reat selling punch and] process reproduces “direct from your once confined largely to such staples 
ogee ge ee ee hse a copy” without necessity of costly|as sugar. An advertising battle be- 
art work, dummies, and layouts fer ‘naaabinn * npg : , 
an agency that is growing; and he| ‘7Pesetting and cuts. ing waged around toilet paper in 
. P . : : Iarfan -¢£ e “te ; str: > . " . 
will live a richer, fuller life, both | Perfect for all sorts of illustrated ad-| recent years was also cited as an 
business and personal, than he has| Yertising material, bulletins, broad- 
probably known previously, When | Sides, testimonials, charts, diagrams,|}example of a product commonly 
rou write, let oe acquainted | ©'- we , sold at cost or less in order to at- 
with you in your first letter. Address Short runs no penalty. rape — — , . 20a ¢ 
Box 1591, ADVERTISING AGE, Chego. Any size can be furnished. tract customers who perforce had 
a ce = 500 COPIES (8%"x1l”) $2.63 to pay enough for other products to 
—" : Additional hundred copies only 22c 


LITTLE BLACK AND WHITE CUTS 


(inexpensive) add zip and verve to| “Send for free informative book, 
innouncements, house organs, blot- | Uurel Process, 480 Canal St., N.Y. C. 
ters, etc. Send your address. Har-|A trained salesman will call in New 
per’s, 283-f E. Spring St., Columbus,| York City and Metropolitan Area. Just 
Ohio. phone WAlkKer 5-0527. No obligation. 
ADVERTISING first, he became general manager 
POLICE CHIEF DEAD ten years later and succeeded Arte- 
Hamilton. Ont. Dec. 7.—Ernest |™US Ward as president after Mr 
K Geetmen probably the only Ward’s death. When Ward & Gow 


police chief on the continent who 


regarded himself as an advertising 
man, died here recently. 
Goodman was a leading member of 
the Advertising and Sales Club of 
Hamilton, and played a prominent 
role in the recent convention of the 
Advertising Affiliation here. 


JOHN KNAPP, NORGE 
VICE-PRESIDENT, DIES 

Detroit, Dec. 6—John Herbert 
Knapp, vice-president and assistant 
general manager of the Norge Divi- 
sion of Borg-Warner Corporation, 
died suddenly at his home here last 
week. He was 45 years old. He 
had been with the company for the 
past ten years, first serving the 
company as purchasing agent until 
1931 when he had charge of sales 
of Norge refrigerators and became 
vice-president and _ general sales 
manager of the company. 


HAROLD BERVIG DEAD 
Lansing, Mich., Dec. 6.— Harold 
W. Bervig, 48, managing director 
and secretary of the Michigan Re- 
tail Hardware Dealers Association, 
died at his home here last week, 
following a short attack of influenza 
and pneumonia. Mr. Bervig was 
secretary of the Michigan Federa- 
tion of Retail Merchants and a 
prominent member of the Lansing 


Sales and Advertising Club. Be- 
fore he came to Michigan seven 
years ago, Mr. Bervig was field 
manager of National Retail Hard- 


ware Association, Indianapolis. 


FORMER WARD & GOW 
PRESIDENT TAKEN 


New York, Dec. 8.—William Bur- | 


gess Nesbitt, one time president of 
Ward & Gow and later vice-presi- 
dent of Collier Advertising Service, 
died yesterday at the age of 51. 
recent years he operated an adver- 
tising agency under his own name 
but had been virtually retired for 
some time. 

Mr. Nesbitt started with Ward & 
Gow in 1908 when that agency had 
the contract for car cards in New 
York subway and elevated lines. 
Head of the copy department at 


Chief 


In | 
' 


Quantity buyers allowed discount. 


vice-president and general 


1932. 


JAMES FESLER DEAD 

Cincinnati, Dec. 
Fesler, 
Cincinnati Enquirer 
staff, died here Sunday. 


7.—James 


of the Courier-Herald, 


ing the Enquirer in 1920. 
tired in 1932. 


— 


VETERAN PUBLISHER PASSES 
Jerseyville, Ill., Dec. 


he bought in 1880. 


served one term as president. 


was absorbed by Collier, he became 
man- 
ager, which position he hela until 


E. 
62, former member of the 
advertising 
He was 
advertising and business manager 
Saginaw, 
Mich., and advertising manager of 
the old Detroit Journal, before join- 
He re- 


6.—Joseph 
M. W. Page, 93, Civil War veteran, 
editor and publisher, died here this 
week. He was editor and publisher 
of the Jerseyville Democrat, which 
He was active 
in the Illinois Editorial Association, 
being secretary for 24 years and 


make up the loss on those named. 
The Department of Agriculture was 
told recently that 45 per cent of all 
grocery store volume is now 
handled at a loss, the other 55 per 
cent making up the deficit. 


Views of Grimes 


The citrus situation, which in- 
‘|spired the Department of Agricul- 
ture to call a conference at Wash- 
ington, was mentioned in support 
of .the contention of J. Frank 
Grimes, president, Independent 
Grocers’ Alliance, Chicago, and 
chairman, National Food and Groc- 
ery Conference, that agricultural 
products are particularly suscep- 
tible to price padding which places 
an artificial restraint on consump- 
tion. Mr. Grimes argued that gen- 
eral adoption of the unfair sales act 
would be a blessing not only to the 
majority of manufacturers and all 
retailers, but to the grower. 

The recent annual report of the 
California Fruit Growers Exchange 
indicated that heavy advertising 
had succeeded in maintaining vol- 
ume, but the return to the growers 
was unsatisfactory. 


Account to Fensholt 

Dearborn Chemical Company, 
Chicago, has appointed The Fen- 
sholt Company, Chicago, to handle 
the advertising of its industrial di- 
vision. N. D. Buehling is account 
executive. 
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Advertising Men's Florida Headquarters 


DANIA BEACH HOTE 


DANIA, FLORIDA : 
19 MILES NORTH ONL ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWER 


®LARGE OUTSIDE ROOMS 
AAA @®LOW RATES ALWAYS 
NEAR BEACHES. 
SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
25 MINUTES FROM MIAMI BEAC HB 
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Radio Show Helps 
Girl to Find Mate 


and Vice Versa 


Chicago, Dec. 8.—Radio’s popu- 
larity as an aid to those experienc- 
ing domestic troubles or searching 
for a job was broadened here last 
night in a new show launched by 
Wolfson’s Clothing Store over Sta- 
tion WCFL designed to help unmar- 
ried folks of either sex find the 
right matrimonial partner. 

Queried by two “masters of cere- 
monies,” Lee Carson, society editor 
of the Chicago Times, and Paul 
Luther, both male and female ap- 
plicants outlined their own virtues 
and those they sought in prospec- 
tive spouses. Possibly significant 
factors in the marriage mart, as 
revealed by a majority of these 
applicants, is feminine insistence 
that future husbands have a white 
collar job, be modeled on the lines 
of Robert Taylor and be drawing 
a weekly pay check upwards of $50. 

Male applicants were less fluent 
at the mike in describing the physi- 
cal characteristics of their dream 
girls but left little doubt as to the 
importance to marital happiness of 
a well cooked meal. 

Joseph Wolfson, advertising man- 
ager of the store, said that all par- 
ticipants, who gave their first names 
and last initials over the air, would 
be warned to deal carefully with 
the expected correspondence. He 
also said that the small-space copy 
used in all local evening papers to 
publicize the show, to be broadcast 
weekly at 9 p.m. Wednesday, would 
be continued. The store is located 
on the northwest side of the city 
at 3121 Lincoln avenue. 
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 RRSTRIBLING 


al + LETTERING © ILLUSTRATION + RETOUCHING 
520 NORTH MICHIGAN AVENUE + DELAWARE 4855 
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A NEW HIGH 
IN NEW YORK 
HOSPITALITY 


HOTEL 
LEXINGTON 


Here on Manhattan’s smart 
East Side you'll find hospi- 
tality worthy of your own 
home . . . personalized ser- 
vice and a warm spirit of 
cordiality distinguishes 
this great hotel. 

801 cheerful rooms...with 
radio, combination tub 
and shower, circulating ice 
water. Rooms from $3.50. 


DINE » DANCE +» ROMANCE 
IN THE FAMOUS 


An authentic Hawaiian setting, 
that has “taken New York by 
storm.” Famous orchestras play 
nightly for dancing. 


Lexington Avenue at 48th St, , 
NEW YORK CITY ‘ 
Charles E. Rochester, 
Menaging Director *: 
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Linage Still 
Down, But Losses 
Are Smaller 


Chicago, Dec. 9.—Retail news- 
paper linage in major American 
markets continued at approxi- 


mately static levels during the week 
ended Dec. 3, according to figures 
supplied ADVERTISING AGE for its 
Index of Retail Activity. 

Retail linage in 81 reporting 
markets (including figures for 
Charleston, W. Va., which has just 
been added to the _ tabulation), 
shows a loss of 7.3 per cent from 
the corresponding week of 1937. 
Despite this decline, the average 
loss for the entire year to date has 
dropped from 10.8 per cent to 10.7 
per cent. 


No Change Indicated 


Present indications are that this 
figure will change little, if any, 
during the four remaining weeks 
of the year, and that 1938 retail 
linage in the measured markets will 
wind up approximately 10 per cent 
under the 1937 figure, and approxi- 
mately 8 per cent under figures for 
1936. 

Weekly variations in linage be- 
tween this year and last for every 
weekly period are shown in this 
tabulation: 


Pe! © as heeeKsiacteneae ee — 0.8 
I See eee — 2.4 
Oe Oe Tee eer — 3.7 
CPM ices Gaga pane etaae — 5.1 
TM hs wo ala ae 4a ow at .. — 72 
Feb. 5. ere .. — 1.4 
OS ee eee ee — 7.7 
A Sey vate taae Cee — 6.8 
eS Serr rere rr Tr re rie —11.4 
errs re eee —14.8 
Me) fo. valse ke dawae wae —16.6 
SE 50-0 ks VA G4 ae «Oh —18.3 
ee eee —14.2 
OM Sasha esa — 0.9 
ys. 5 eG wane Xe ee — 53 
5. Fa 5k oA — 98 
OME 96 656-466 3.094045-5-028 —15.7 
ee eee —10.8 
ge A res eee ee —12.3 
OS a ee err —14.8 
Sf EP Pere ree ee —14.3 
ME sic AaSk hee OSs kes —14.7 
LAN Naa ily 5.4 oo a eae —14.6 
PS obs Secunda we eo eens —14.9 
SP re Serre rere —14.8 
RASS ares re —16.9 
i ER —14.7 
0 eae ee ree —14.4 
OME. Ccoey ve ga eae —13.0 
eee —13.9 
eer rr rer re —13.3 
A eer ee eee —13.1 
A re ee —13.5 
IP eh ee —12.4 
OS eer —13.1 
EM ois vba eek aed Oat —11.9 
ER a cea ie ae a es — 83 
EE Sai cera henke wat cues —12.3 
SEE og Wiz wre eaG LA coe ee — 9.2 
A IBS alee crete eer Ay —15.5 
A Ae eee ee —12.7 
8 ye ee —12.4 
EE eas dpe ku Was kale —10.9 
Pr ern — 7.2 
URNS Gre aang a Aw ke atd a — 49 
ak ee ae — 48 
RCM sg OG ows ews Bin ete — 49 
eee are — 5.3 
esc agn be as 6a kaa ee — 7.3 


The tabulation in the adjoining 
column shows individual linage fig- 
ures for each city included in this 
Index. 


Bleed Surcharge 
Reduced by “Time” 


Effective with the Jan. 2 issue, 
the surcharge for bleed advertise- 
ments in Time will be 15 per cent 
instead of the present rate of 30 
per cent. 


Account to Ridgway 


The Ridgway Company, St. Louis, 
been named to direct the ac- 
count of Allied Store Utilities Com- 
pany, St. Louis, manufacturer of 
Hussmann display refrigerators and 
coolers. Business papers and direct | 
mail will be used. 


| ais 


Standard Brewing Appoint 
Standard Brewing 
Rochester, N. Y., has 
Hart-Conway Company, 
for a newspaper campaign for 
Standard ale. Joseph P. Brown is 

account executive. 


Company, 
appointed 
Rochester, 


<= 


Index of Retail Activity in 81 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


—<$<$<$<—= 
% Gain % Gain 
49-Week 49-Week 49-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended 0 
City Dec. 5, 1936 Dec. 4, 1937 Dec. 3, 1938 1936 1937 Dec. 4, 1937 Dec. 3,1938 Logs 
Ds Gh. baat esvdsens 16,026,742 15,924,098 11,064,535 —30.9 —30.5 333,240 227,539 —31L? 
is sak cdeedas 6,225,035 6,595,225 5,133,329 —17.5 —22.2 118,146 105,000 —11} 
SE beer 6s e590 14,548,408 15,126,150 15,212,484 + 4.6 + 0.6 439,698 446,404 +15 
Baltimore, Md. ....... 21,638,822 22,135,449 20,712,993 —4.3 —6.4 593,219 569,204 41 
Birmingham, Ala. 11,407,128 12,288,136 11,954,824 +4.8 —2.7 309,736 305,270 —15 
a ee 20,084,586 19,610,431 18,805,260 —6.4 —4.1 634,161 582,722 +91 
Bridgeport, Conn. 9,087,800 9,540,364 8,619,848 —4.5 —9.7 245,336 236,012 —3,8 
Ph i; Ee wdesea ses 16,721,036 18,208,608 15,458,934 —7.6 —15.1 486,780 449,036 —7,8 
dl a ee 3,970,727 3,979,050 3,745,911 —5.7 —5.9 107,037 105,913 —1,)] 
Cedar Rapids, Ia. ..... 4,801,664 4,958,044 4,513,040 —6.0 —8.9 104,006 108,318 +4) 
Charleston, W. Va. 10,000,256 11,024,293 10,173,814 +1.7 —7.7 330,554 284,494 13.5 
Chattanooga, Tenn. 6,378,786 6,014,338 5,989,101 —6.1 —0.4 134,711 140,962 +46 
|| Se 29,471,622 31,631,765 28,966,950 —1.7 —8.4 712,115 678,221 —4,8 
eT a: ere 16,147,992 16,953,141 14,703,095 —8.9 —13.3 431,591 392,480 —9,) 
Cpeveneme, Oy icicccss. 19,271,696 20,634,892 16,779,813 —12.9 —18.7 485,187 405,863 —164 
CEO, GR cscececes b2803006 jj. s0400008  j.é sheneuae case oe 342,628 311,013 —o3 
EE 19,281,183 20,776,227 19,647,063 +1.9 —5.4 615,915 498,616 —19,j 
A) See 8,520,974 9,813,780 8,954,484 + 65.1 —8.8 234,464 212,744 —9,3 
oT Serre eee ae 13,425,972 14,886,200 12,582,284 —6.3 —15.5 398,776 332,472 —16.6 
oo a ee 9,857,153 10,093,570 7,882,676 —20.0 —21.9 217,850 148,541 —31.8 
Des Moines, la. ....... 6,178,235 6,299,931 6,089,928 —1.4 —3.3 141,922 141,847 —0,] 
a ee” erry 20,945,840 21,608,585 17,214,526 —17.8 —20.3 559,813 508,355 —92 
me WO, BOMs sececaces sanesepe © a066000 gj. ‘“Kansea'ns Tr ee 235,690 200,622 —149 
ee ee ee 7,216,520 8,911,424 8,453,350 +17.1 —5.2 212,492 206,248 —2.9 
Evansville, Ind. ...... 12,513,018 12,325,139 11,675,858 —6.7 —5.3 310,310 262,738 —15.3 
Fall River, Mass. ..... 3,298,689 3,321,245 3,066,606 —7.0 —7.7 76,802 2,784 +78 
a 2 aneeaewe ns 8,732,663 8,883,616 7,021,658 —19.6 —20.9 231,686 225,260 —2.8 
Fort Wayne, Ind. ..... 11,117,694 11,372,453 10,171,091 —8.5 —10.6 260,204 225,204 —13.5 
oO A a ee 6,010,956 6,865,567 5,237,899 —12.9 —23.7 123,215 125,270 +1.7 
Gvand Rapids, Mich. 9,191,560 10,092,818 8,282,396 —9.9 —17.9 210,924 194,250 —7,9 
G eenville, S.C. ....... 5,840,967 6,527,583 6,321,508 +8.2 —3.2 173,242 139,905 —i93 
douston, Tex. . 14,108,508 15,774,584 15,807,768 +12.1 +0,.2 358,400 424,802 +18.5 
Indianapolis, Ind. .... 17,245,079 18,015,191 15,281,576 —11.4 —15,2 459,368 383,684 —16.5 
Jacksonville, Fla. 8,249,257 8,882,902 8,476,404 +2.8 —4.6 248,052 234,570 —b5.4 
Jersey City, N. J. . 2,288,662 2,245,347 1,979,023 —13.5 —11.9 44,710 38,461 —13.9 
Kansas City, Kans 2,405,921 2,600,646 2,654,582 +10.3 —2.1 72,079 62,503 —13.3 
Knoxville, Tenn. 9,420,159 10,398,890 9,608,387 + 2.0 —7.6 355,082 251,902 —29.1 
Little Rock, Ark. 9,007,059 9,092,748 8,800,198 —2.3 —3.2 211,134 204,316 —3.2 
oe Amseles, Cal. ...:: sesssess 24,652,839 22,312,144 Ter —9.5 596,713 553,692 —7.2 
DICT SONG beecsanes awndees 15,403,265 13,464,630 ‘een —12.6 397,265 376,345 —5.3 
Lynn, Mass. ....... 9,646,504 9,401,084 7,542,260 —21.8 —19.8 204,680 188,958 —7.7 
Manchester, N. H. 3,357,740 3,617,786 3,477,360 + 3.6 —3.9 98,486 80,262 —18.5 
Memphis, Tenn, .. 10,986,014 11,699,354 10,892,182 —0.9 —6.9 310,912 297,262 —4.4 
Milwaukee, Wis. ; . 15,067,644 17,274,273 14,460,779 —4.0 —16.3 504,995 423,732 —16.1 
Minneapolis, Minn. .... 14,507,385 14,104,160 12,930,435 —10.9 —8.3 319,291 334,980 +4.9 
New Bedford, Mass. .. 3,205,214 3,222,646 2,973,306 —7.2 —7.7 74,004 78,456 +6.0 
New Haven, Conn. 8,675,058 9,056,536 8,642,172 —0.4 —4.6 192,612 202,482 +5.1 
New Orleans, La. 19,087,494 19,497,642 18,179,751 —4.8 —6.8 558,262 514,477 —7.9 
tNew York, N, Y. 63,696,741 63,380,996 56,806,978 —10.8 —10.4 1,570,925 1,554,375 —1.1 
tBrooklyn, N. Y. .... 6,824,163 ha 4,586,441 —32.8 —23.3 96,493 105,008 + 8.8 
a See 9,267,484 9,251,370 8,933,610 —3.6 —3.4 218,232 222,726 +2.1 
Oeming, Gal. ..ccses 7,501,317 . 520,696 7,099,700 —5.4 —5.6 192,209 204,074 +6.2 
Oklahoma City, Okla... 10,819,485 12,026,854 11,181,932 +3.4 —7.0 331,086 261,226 —21.1 
Peoria, Ill. .. 10,766,836 11,324,794 9,867,654 —8.3 —12.9 340,144 290,245 —14.7 
Philadelphia, Pa. 28,264,108 29,252,439 25,777,873 —8.8 —11.9 776,493 737,621 —5.0 
Phoenix, Ariz. oe 7,262,948 7,232,624 7,436,434 + 2.4 + 2.8 169,778 166,096 —2,2 
Pittsburgh, Pa. . 22,667,036 24,097,458 18,899,174 —16.6 —21.6 621,684 473,760 —23.8 
Portland, Ore. 11,828,171 12,343,186 11,227,918 —65.1 —9.0 279,314 230,580 —17.5 
TtProvidence, R. I. . 13,142,366 13,496,436 10,132,824 —22.9 —24.9 337,625 309,671 —8.3 
Reading, Pa. 9,325,726 10,523,834 9,158,785 —1.8 —12.9 243,124 223,678 —8.0 
Richmond, Va 12,946,540 12,737,592 11,582,886 —10.5 —9.1 334,516 311,024 —7.0 
§Rochester, N. Y. ..... 17,922,313 16,875,050 13,928,382 —22.3 —17.5 397,068 383,942 —3.3 
Rock Island-Moline . 8,244,594 8,845,919 8,103,564 —1.8 —8.4 ot 526 185,178 —6.3 
Sacramento, Cal, ...... 8,521,244 8,407,207 7,603,545 —10.8 —9.6 05,520 202,482 —1.5 
San Antonio, Tex. . 6,303,787 6,222,577 6,138,208 —2.6 —1.4 188, 816 173,948 +13.1 
San Diego, Cal. ....... 13,696,122 13,343,292 12,127,298 —11.5 —9.1 326,676 329,994 +1.0 
San Francisco, Ca] 15,234,921 15,645,525 14,377,609 —5.6 —8,.1 420,424 387,228 —7.9 
Seattle, Wash. 9,579,974 9,840,936 9,412,411 —1.8 —4.4 250,978 253,372 +0.9 
South Bend, Ind. 8,696,214 9,025,148 6,809,959 —21.7 —24.6 179,034 179,137 +0.1 
Spokane, Wash. . 7,235,281 7,471,268 6,958,322 —3.8 —6.9 184,114 155,960 —15.3 
ee ee rr A 18,642,440 16,880,185 —5.1 —9.5 435,660 393,540 —9.7 
Bt. PG, BEM. onc ccs 12,552,095 11,778,787 10,663,558 —15,1 —9.5 255,148 229,619 —10.0 
Syracuse, N. Y. . coco Baers 11,406,236 10,307,710 —11.6 —9.6 263,536 283,318 +76 
*Tacoma, Wash. 6, 130,447 6,077,232 5,748,764 —6.2 —5.4 146,860 147,840 +0.7 
Tampa, Fla. ....... 5,680,434 5,994,412 5,850,416 +3.0 —2.4 204,708 218,078 +6.5 
Toronto, Ont., Can. 19,834,451 18,695,389 16,787,094 —15.4 —10.2 541,955 470,070 —13.3 
A 3,886,134 4,147,689 3,885,266 aoe —6.3 96,754 90,342 —6.6 
Tulsa, Okla. teeeee 9,744,391 9,432,518 8,155,870 —10.2 —7.2 251,986 257,446 8 +22 
Washington, D. C .. 36,734,191 36,047,084 33,363,970 —9,.2 —7.5 1,026,293 963,982 —6.1 
Worcester, Mass, . 11,603,976 11,940,717 10,622,592 —8.5 —11.0 334,985 278,754 —16.8 
Youngstown, ©. ....... 8,844,842 8,634,529 6,984,301 —19.9 —19.1 182,900 199,451 9.0 
0) TO re 949,319,016  1,019,080,166 909,919,498 —7.9 —10.7 26,285,509 24,377,856 —7.3 
{Akron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
TtProvidence Tribune discontinued May 1, 1938. 
‘Lindbergh Line’ more magazines and more color.| Recomes ABC Member 
The TWA appropriation will enjoy| [Industrial Marketing, Chicago, 


Erased from Copy, 
Stays on Planes 


(Continued from Page 1) 
in TWA nor receives any remuner- 
ation from it. 

The new slogan, “Nature made it 
—TWA flies it—The Sunny Santa 
Fe Trail,” is the composite brain 
child of J. Chesley Stewart and 
W. A. Dixon, of the New York and 
Kansas City traffic offices, respec- 
tively. It will be used through the 
winter, and then, according to pres- 
lent plans, replaced by one featuring 
the New York and San Francisco 


fairs. The two sloganeers divided 
a $100 prize. 
J. C. Roberts, advertising man- 


ager of TWA, said that the line will 
set a precedent with four color copy 


in Time. He believes other 
port 


trans- 


companies will also employ '§ 


a decided increase in 1939, he added. 


Plan Probe on Patent 
Medicines in England 

The Advertising Association of 
Great Britain has appointed a spe- 
cial committee to examine current 
advertising of patent medicines, fol- 
lowing a proposal made recently by 
Lord Horder, Physician to the King, 
for government censorship of such 
copy. 

Some control over this type of 
copy will be exerted by the new 
food and drug act, effective Oct. 1, 
1939. This measure, the association 
believes, will serve to wipe out 
about half of the copy at present 
objected to. 


has been admitted to membership 
in the Audit Bureau of Circulations. 


For the Low Budget Account 
Programs of proven ability 
that have established audi- 
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Repeal’s Fifth Year 
Mirrors Changed Era 
in Liquor Copy 


Survey Recalls Trials 


Faced by Experts Who 
Started Anew in 1933 


New York, Dec. 9.—A complete 
metamorphosis in liquor advertising 
during the past five years was pic- 
tured here today to ADVERTISING 
Ace by experts in the field who 
commented upon new and changing 
trends evident as repeal reached its 
fifth anniversary. 

The resumption of liquor adver- 
tising in 1933 after a long absence, 
forced the experts in charge of 
these campaigns to meet problems 
at complete variance with those to 
which they had been accustomed. 

Through rigid regulation, partly 
voluntary and partly by law, the 
advertising experts who ventured 
into the liquor field from others in 
which they had scored successfully 
were forced to adopt a new psy- 
chology and to abandon promo- 
tional techniques used for other 
commodities. 

The situation was summed up by 
Jim Johnson, advertising manager 
of Calvert Distillers Corporation, 
who pointed out that when the 
manufacture and sale were made 
legal in 1933, advertising staffs were 
built up from the ranks of men who 
had been associated in a similar 
capacity with other lines of mer- 
chandise. 

“In this new industry,” he said, 
“these men had to turn about face. 
There was a time following repeal 
when liquor advertising was in an 
uncertain state. Distillers followed 
the dictates of their own con- 
sciences in the type and style of 
their copy. But regulation was a 
foregone conclusion. Today there 
are in effect not only the Federal 
Alcohol Administration act, but 
state laws of a similar pattern with 
many varying provisions. 

“Since 1918 advertising in all 
lines except liquor has made for- 
ward strides in common with in- 
dustry in general. It has struck a 
new tempo, a new vigor and style. 
Its keynote is to persuade the pub- 
lic to buy and keep on buying the 
advertised product and to widen the 
circle of consumers. 

“But in the liquor industry, the 
advertising manager occupies a 
unique position. His message must 
be so worded as to be of interest 
only to those who already drink. 
He cannot reach out to widen the 
circle of consumption. He must 
pull his punches so much that the 
usual merchandising methods em- 
ployed by other lines are practi- 
cally eliminated.” 


Moderation Theme Scores 


One effective theme which has 
been developed for whisky adver- 
Using is the “moderation” campaign 
cf Seagram Distillers Corporation. 
Concerning it, Walter M. Swert- 
lager, director of advertising, sales 
Promotion and _ public relations, 
$a1q 
“Our four years’ experience with 
moderation copy has convinced us 
that in stressing the need for the 
intelligent use of liquor we are on 
the right track. To us it seems as 
ogical for the distiller to urge con- 
sumers to drink in moderation as 
tt would be for an automobile man- 
ufacturer to urge his customers to 
drive with care.” 

The organizing of the industry, 
both in producing and merchandis- 
Ing, was called amazing by Walter 
R. Greenlee, director of sales and 
advertising for Schenley Distillers 
Corporation. 

“There were no merchandising 
Precedents at the beginning of re- 
Peal,” said Mr. Greenlee, “and 
‘salesmen and advertising men had 
‘© be recruited from other indus- 
s. Due to the severe restrictions 
ich made it impossible to apply 
bast experience, early advertising 


4) 
Tle 
wh 


was perhaps amateurish, but, in a 
sense, liquor advertising has ‘grown 
up’ faster than in any other branch 
of the art. We have achieved an 
effective style and technique, we 
have dignity and character without 
losing sales punch.” 


A Steady Increase 


Robert Barry, director of public 
relations, National Distillers Prod- 
ucts Corporation, said that the 
effectiveness of liquor advertising is 
attested by the steady increase in 
business, though in this respect vol- 
ume is still far behind pre-prohibi- 
tion days. 

W. W. Wachtel, president of Cal- 
vert, said, “Since repeal we have 
not come within 40 million gallons 
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of the consumption of spirituous 
liquors in previous years.” 

Summing up the principal 
“don’ts” in liquor advertising copy, 
Mr. Barry named: advertising in 
Sunday papers, use of women in 
copy, illustrations showing drinking 
scenes, portrayal of Santa Claus or 
the Easter bunny, or use of adver- 
tising characters in army or navy 
uniforms. 

A real problem in liquor adver- 
tising, pointed out by K. H. Seidel, 
advertising manager for Oldetyme 
Distillers, is the handling of plates 
for shipment to the various states. 
“The danger of mistakes is very 
great,” he said, “when so many copy 
changes must be made to fit various 
state laws and separate plates fur- 


nished. It is to be hoped that these 
irritating and unnecessary discrep- 
ancies can be ironed out.” 

A word for the benefits of legal 
liquor was uttered by Leo R. Sack, 
vice-president in charge of public 
relations for Schenley, who said, “If 
the liquor industry continues to 
make the same progress in the next 
five years as it has made in the 
past five years, it will cease to be 
America’s political football.” 


Agency for Climalene 


The Climalene Company, Canton, 
O., manufacturer of Climalene, 
Bowlene and Softene, has named 
Fuller & Smith & Ross, Cleveland, 
to direct its advertising. Ralph 
Leavenworth is account executive. 


Spencer Curtiss Agency 
Gets Two New Accounts 


Spencer W. Curtiss, Inc., Indian- 
apolis agency, has enlarged its 
quarters in the Circle Tower and 
has added Chester A. Gauss, for- 
merly with Charles Daniel Frey 
Company, as head of the technical 
copy department. 

New accounts include Vonnegut 
Moulder Company, Indianapolis, 
and Du-Crafts, Inc., Huntingburg, 
electric scoring devices. Both will 
use business papers and direct mail. 


Resigns Two Accounts 


Frankel-Rose Company, Chicago, 
has resigned from the Sterling In- 
surance Company and _ Si-Noze 
Company accounts. 


———$—$———————————————————— 


Say! Oll Ve gol something there! 


Said the production manager to the chief, ‘Remember that S. E. P. full 
color spread for X Y Z—the one that had to catch the auto show number 
—or else?” The chief looked up, ‘Do | remember it! Will | ever forget it?” 
... Well, it's on its way! | gave the plate job to Rogers, and did they 
come through! Not a change! Color match, register, everything—all okeh 
on the first proofs, and delivered to us on the minute!” ... We remember 
it too! Not only because it was some assignment, but because it made us 
a customer who has given us his engraving work ever since. Startling 
performance isn't always required, of course, but outstanding quality 
in reproduction, intelligent interpretation of requirements, and rigid ad- 
herence to promises are evidently expected of us by all our customers. 
There are a lot of them—some who have been with us for years—ever 
since we started in business. Perhaps you are one of them—or should be. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President « 
2001 CALUMET AVENUE e 


Master Craftsmen of Photo-Engraving 


Phone: CALumet 4137 e¢ CHICAGO, ILLINOIS 
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NO MATTER WHAT YOU SELL 


VERY day of the week, the Tribune pro- excess of 900,000; total Sunday is now ove 
vides for advertisers an assured, constant 1,100,000. 
audience attracted by the Tribune’s superior With more than 720,000 circulation right 
coverage of the news, its forthright editorial in metropolitan Chicago, every day of the 
policy and its comics, features and service week, the Tribune penetrates every neigh. 
departments. borhood and suburb. A 
Tribune total daily circulation is now in It reaches Chicago’s largest, most respon- = 
sive audience... an audience of attentive F<. 
able-to-buy families far greater than that <s 
reached by any other medium. ee 


It attracts readers in every income group 
of interest to advertisers. It reaches more S 
families in the upper half of the market...) 
and more families in the lower half. . . than} 
any other newspaper. ai 

It is easy for you to do business with 
Tribune readers because they are accustomed f 
to do business with Tribune advertisers. 

Chicago retailers, who buy each day’s ad- 
vertising on the basis of yesterday’s results, 
depend chiefly on advertising in the Tribune. 

The list of manufactured products which 
have been successfully launched in the 
Chicago market through advertising in the 
Tribune is a long one. Case histories will be 
gladly supplied on request. 

No matter what you are selling, no matter 
what group you want to sell, you can sell 
more in the Chicago market at lower cost 
by building your program of advertising § o» 
around the Tribune. Rates per 100,000 cir- 
culation are among the lowest in the country. 


— Chicage Tribune — 


os SHB WORLD'S: GREATEST NEWSPAPER. ome F 
TOTAL DAILY CIRCULATION NOW over 900,000 
TOTAL SUNDAY CIRCULATION NOW over 1 100,000 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


PLEASANT AUTUMN SCENE IN BEER COPY 


4 


—_—_—_" 


Psat leaves, crisp along a country 
road—the tang that only New England’s 
Fall can give to the air—rugged hills 
serene in the glow of sunset—wood 
smoke curling from a farmhouse 
chimney —This is our New England 
in November—~a land of individualicy, 
whose charm, like that of the Ale it 
brews, lies in its own unique mellow- 
ness and friendly warmth. 
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) The New England countryside provides the background for an unusual beer adver- 
tisement for James Hanley Company, Providence, in newspapers. Harold Cabot 
& Co., Boston, provided picture and harmonious copy. 


OCTOGENARIAN HAS YOUNG IDEAS 


To celebrate her 8Ist birthday, Mrs. Charles B. Knox, head of the gelatine com- 
pany, poses before an NBC television camera in Radio City. With her is Nancy 
Craig, home economics broadcaster. 


SELLIN' SAM 


V. E. (Sam) Vining, nationally known as 
a spectacular sales orator for Westing- 
house Electric & Mfg. Company, has 
started what is believed to be the coun- 
try's first sales school on the air. Mr. 
Vining's sales slants will go out to deal- 
ers at 8:45 a. m., to tie in with morning 
sales meetings. Station WOWO, Ft. 
Wayne, will carry the program. 


PROMOTES WINDOWS 
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SOULE’ STEEL WINDOWS 


Soule Steel Company, San Francisco, has 

begun a test campaign for its trade- 

marked window, through Gerber & Cross- 

ley, Portland. First copy appeared in 

Sunset magazine, preparatory to a wider 
effort. 


UNIQUE LAYOUT GAINS ATTENTION FOR STANDARD OIL MESSAGE 


To tie in with its newspaper advertising featuring ‘Snappy—the spirit of quick starting,” Standard Oil Company of Indiana 
has adopted this 24-sheet layout, which provides for liberal white space. Although photography by Sarra, Chicago, forms 
the basis of the layout, a line sketch of “Snappy” is included to carry out the theme of the entire drive. Sidney A. Wells 
was the art director for McCann-Erickson, and Central Printing & Illinois Lithograph Company produced the poster. 
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This arresting picture is to be used by Powers Regulator Company, Chicago, in its 
Safety Shower Mixer advertising. S. M. Ettlinger Company, Chicago, is re- 
sponsible for the shower curtain, and Shigeta-Wright for the photograph. 


COLOR LENDS REALISM 


OSE HAM 


Dw _* 


The color camera catches the palate-tempting appeal of this ham platter, repro- 
duced for outdoor advertising use by Western Meat Company, San Francisco. 
Forbes Lithograph Company, Boston, produced the job. 


DIPLOMATIC APPEAL FOR NEW BUSINESS 


L NI ' d wets gn } uve Marte a QUICK FACTS ABOUT NEW JERSEY 
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A GOOP PLACE TO WORK. 
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NEW JERSEY 


This striking layout, containing copy which seeks to dispel impressions often cre- 
ated by communities inviting new industries, marks the start of a new campaign 
by the New Jersey Industrial Council. Chas. Dallas Reach Company is in charge. 
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The Pigeon Lofts on the roof of the _ 
Journal-American building in lower Manhattan 
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A suear of news pictures is hurtled twenty. River, surrounded by the spires of great _ from sea in three hours. They greet incoming : 
seven hundred miles across acontinent in ten buildings, with a birds-eye view of the Harbor _ visitors at Quarantine, and the visitors see 
hours by asilver bullet of a plane; but thedozen _and the broad Atlantic, open to the winds that _ pictures of themselves in the edition of the 
miles from airport to city desk take an hour. _ blow across the world. Like most young people = Journal-American that greets them on landing. of 
The Western Union office in Denver is im the newspaper business, they are very And these aerial legmen bring in on an average uc 
closer to our news room than a reporter in‘ Conscientious and earnest; strut and bluster of three stories a day. , 
the Bronx four blocks from a phone. and conduct cooing arguments over little piles in 
The story of the Big Game in the Polo of cracked grain. And no doubt settle among Way run an advertisement about pigeons? 
Grounds trickles in over the press box wire themselves the way newspapers should be run. —_ Because pigeons are only one of the scores of 
three minutes after the play; but the Big Game Their reliability record far surpasses their _ things that make a great newspaper. You ca 
pictures, after a cameraman fights his way | human co-workers. In three years, no pigeon _ probably don’t know as much about it as you ch 
downtown, too often belong to History. has failed to return from an assignment. In —_ should—but that’s our fault, to be remedied te 
And no man has yet devised a way to cross little cages, they go out with cameramen and gradually. 
the populous mid-section of Manhattan at a But pigeons are symptomatic of the enterprise 
‘ gait faster than that of a livery stable horse. that makes the largest evening circulation de 
on, | in America; interests more than 600,000 sit 
= 4 Tuese little paradoxes cause problems, newspaper buyers each weekday, and 1,000,000 - 


missed editions, and make life still interesting 
to editors. To solve the problems, all the 
resources of Science are employed. When 
Science fails, we occasionally revert, like the 
primitives, to Nature. Three years ago somebody 
suggested Pigeons. 


The pigeon is a plump, pleasant and stupid 
bird, distinguished principally as raw material 
for meat pies; and the fact that a small portion 
of the species has the inexplicable homing 
instinct—finds its way to where it lives without 
benefit of road sign, route maps, traffic cops 
or radio beams. 


And as aerial legman, the pigeons have 
made good. One hundred and sixty of them 
are on our staff. They have their aerie in lofts 
atop the Journal-American Building at South 
street, above the tides and traffic of the East 


Showing the capsule 
in which the film 


or message is carried 


reporters to cover floods, fires, murders, sports, 
parades, ships’ arrivals. They bring back film, 
and stories on thin tissue, in capsules taped 
to their legs. 

They have come back from Hartford in two 
hours, the Yankee Stadium in nine minutes. 
Flipped from a moving plane over lower 
Manhattan, they have glided home in ten 
seconds. Shipped to England, and brought 
back on the maiden Westward voyage of the 
Queen Mary, they have flown 161 miles home 


on Sunday. 


Pigeons help supply the material that studs 
every page of the Journal-American with optical 
stop signs, but lead the reader on to every 
page—get advertising into the eyes and minds 
of the largest and richest market in the world. 

Pigeons help make a better newspaper, 4 
more interested circulation, a more alert 
advertising audience, a more powerful and 
productive medium. 


Pigeons, however, have nothing to do with 
the lowest standard size milline in New York 
—and they probably wouldn’t be interested in 
the Journal-American milline, but you should 
be. Because it can put more money in your 
appropriation, more power in your advertising 
this coming year. May our pigeonless 
representatives tell you more? 


vew york JOURNAL-AMERICAN 


Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE Rodney E. Boone, Gen. Mgr. 
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